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ae STAND-OUTS 


Outstandingly beautiful, these glamorous 
Korrect-Way Mannequins! From their modern 
“hair-do” to their petite feet, they represent 
the ultimate in true-to-life fashion models... 
artistically perfect in every line of their en- 
chanting figures... femininely adaptable to 
many situations. Skillfully created to enhance 


the beauty of the costumes they display]! 


a 





ATLANTA, Velvin S. Roos « BALTIMORE, Williams 
Corp. + BOSTON, Eastern Displays, Inc. « BUFFALO, 
Samuel C, Dutch & Son + CINCINNATI General Display 
Corp. « CHICAGO, Hecht Fixture Co. « CLEVELAND, 
Pribil Display & Supply Co. « DALLAS, Mr. Sid 
Bartley (Hotel Southland) « DENVER, Walter W. Martin 
¢ DETROIT, The Art Products Co. « KANSAS CITY, 
National Equipment Corp, « LOS ANGELES, Grossman & 
Silvers, Inc. « MINNEAPOLIS, L. F:. Hier Display Equip- 
ment Co, « PHILADELPHIA, Naythons Display Fixture 
* PITTSBURGH, Dell eese Display Equip. Co. + SAN 
FRANCISCO, Aehoe Display Fixture Co. « SEATTLE, 
Chas. T. Boyd Display Equipment Center + ST, LOUIS, 
Vidwest Display Equip. Corp. *« MONTREAL, Miller's 
Display Fixture, Regd. 


MANNEQUINS 


COMPANY e ST. LOUIS 
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For Fall 


deep luscious purples of these giant size 


rape Clusters 


Ipe Clusters will hi-spot your Fall decorations 
7 create exquisite window and interior settings. 
Adaptable to many different groupings and 
ments... . You will find innumerable ways 
se them throughout the season. 


leaves are skillfully sculptured in hand formed bas-relief 
br mache, lacquer finished in deep greens, shaded for vein- 
Fach of the 45 grapes on cluster is individually shaped of 
_mounted into sturdy papier mache backing and finished in 
deep flock in blended tones of true grape purples. As illus- 
H size 36x36 overall. Indeed, a beautiful display piece, 


to install. 
) 
ps “GRAPE CLUSTER AND LEAVES’’____Ea. $12.75 
NES SNE TT Wo wa Ea. 12.50 BUY THE LEAVES AND GRAPE CLUSTERS 
becOr WOtee 2. 3220.54 5c5ecas sence Ea. 12.00 


SEPARATELY IF DESIRED 


G-353 ‘‘GRAPE LEAVES” Size 18°x18', with 15° 
heavy vine stem__Ea. $2.75 Per Dozen. $30.00 


Com U ra S G-354 ‘‘GRAPE CLUSTER”’ Size 18 long, 13'2' wide, 
eee with 15” vine stem_Ea. $7.50 Per Dozen. $85.00 


Filled with the Colorful Tang of Autumn 


The rich, full colorings of these Autumn Time Comuras will bring Nature's real beauty to your displays. Use 
them in either upright or horizontal position, as backgrounds for window settings, as window frames, on ledges, 
around posts, for case units and fashion settings. Treat as wallpaper, cut to any size required, mount, tack, 
paste or staple to any background. 





0 ‘AUTUMN HARVEST”’ Comura, screen processed in 10 rich, 
greens and deep purples, on flexible Comura stock. Size 15° x90°____- , Ea. $4.75 









full Autumn colors, reds and golds predominating, sprinkled with tones of 











| “AUTUMN FLOWERS” Comura, Marigolds, Chrysanthemums, 
nes of gold, reds, orange, rust, green and fuchsia. Size 15°x90"- 





Ea. $4.75 





W.L. STENSGAARD AND ASSOCIATES, INC., 346 N. JUSTINE ST. CHICAGO 7, ILLINOIS. 
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Pass This Issue Along OUR NEXT ISSUE THE COVER 


You get the most value from DISPLAY The August number will be replete with inter- A life-size figure of Mark Twain is currently 
WORLD when you share it with others. See esting features. . . . Of course the winners in appearing in one of W. & J. Sloan's display win- 
that it reaches other executives of your organi- the $3,000 Fifth War Loan display contest spon- dows on Fifth avenue, New York City, as seen on 
tation and the members of your department. sored by the National Association of Display the cover.. The figure of the author was made 
O Industries and DISPLAY WORLD will be an- by Lenore Boe of papier mache; the window was 

aT ne tke Fede ere nounced, and the winning displays shown. .. . designed by the display department of Sloan's 
os ee eee eee A timely article by Al Bliss should be missed by under the direction of Tony McLean. The window 
no one interested in display .. . Also many other also contains Twain's original pipe, glasses, bell 


J sapien pi lenacelaeans Woes : features to aid you now and in the future. and river pilot's license. 
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SHOWMANSHIP IS OF THE MIND“... 





Isn’t it simply wonderful what concentration and imagination can accomplish? As the 





perfect proof we give you America’s display men. They have not relied on big budgets 
or little gadgets to create their superb effects. In peacetime they had the vision to present 
ideas, rather than merely merchandise. The intellectual curiosity to bend every new trend 
and material to their needs. In wartime they turned their genius to selling War Bonds, 


Victory Gardens, rationing, clothes conservation . . . everything to help win the war. We 









10 

at Williams know the splendid job they have done. We have worked with them closely 
— in the peacetime past and the wartime present. Together we will meet and master the 
pany 

display problems of the post-war future. 

‘ 

ontly / / 
“ a — OD /| ad 
non 5” WAR LOAN join THE FiGHT— 
rade 
on poe BUY MORE WAR BONDS THAN BEFORE. 9 wg 7 
ans 
dow 
‘bell 498 SEVENTH AVENUE, NEW YORK 18 





CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 
MARY BROSNAN MANNEQUINS = CYRILLE STEINER FIXTURES 
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Each creature was whirring around like a grouse; 
The orders were stacked in the plant everywhere, 
In hope that material and help would be there. 
The weary displayman and his (un)worthy staff, 
Had just settled down for the worst of the gaff; 
When from the front office there arose such a clatter, 
He sprang from his desk to see what was the matter. 
Away to “receiving” he flew like a flash, 
Tore into the records, the boxes and trash; 








- > f a ‘ . 
.” 5 a> Vere AWA such a clitti, 
/ 


Then a “moon” o’er the breast of an object, not slow, 
Gave the lustre of midday an ominous glow; 
A little old “driver” so lively and quick 
He knew in a moment it must be “Old Nick”. 
More rapid than eagles his curses they came, 
And he hollered and shouted and called them by “name”, 
"Those (blankety) sources and railroads can mix ‘em— 
The (blankety-blanks)—I'll certainly fix ‘em!” 








a WO0CH' Cer lhe Cuast 


As the dry leaves before the wild hurricane fly, 
When they meet with an obstacle, mount to the sky, 
So up to the ‘phone, the poor D. M. flew, 
And he burned up the wires—the display sources, too. 
As he hung up—sans hope—and was turning around, 
Up from below came "Old Nick” with a bound. 
The glint in his eye and the twist of his head, 
Gave the D. M. to know he had plenty to dread. 





I heard them exclaim as they ended their fight: | f 
“Why didn’t we order early! Merry Christmas? Good Night!” Why didnt we orter carly ?" 


OI ate. 
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DISPLAY WORLD 


—Two scenes from the ‘Visual Merchandising Council’ held in connection with New York 

Display Market Week. . . . Left, one of the sets used by M. C. Pollock for his discussion of 

Below, part of the crowd—estimated at between 
attended the clinic— 


packaging. . . 





1,000 and 1,500—which 





DISPLAY MARKET WEEKS 
SET A NEW HIGH 


Display Market weeks, tentatively intro- 
duced last year in Chicago and New York 
City as a war-time substitute for the usual 
convention, with 
the meetings held in the two cities during 
the latter part of June. From every stand- 
point—attendance, purchases, and 
tional programs—the market 
outstanding, and much praise has been ex- 
pressed for the National 
Association of Industries 
sponsored them. 

The event in each city had its own pecul- 
For example, exhibits in Chicago 


established a new record 


educa- 
weeks were 
members of the 


Display who 


larities. 
were concentrated in rooms 


at the 


large display 
Hotel Morrison and visiting display- 
men found it easy to make comparative in 
a great deal of the buying was 
done right at the hotel, rather than in the 
about the city. The contrary 

New York, where relatively 
small exhibit rooms were scattered about the 


Spec tions; 


show rooms 


Was true in 


Hotel Pennsylvania and most of the buying 
was done in the actual showrooms of thos¢ 
participating. 

\s for the 
Christmas 


itself, purchases for 
were definitely on the 
While 
men came to the market weeks with specific 
display plans in they 
showed little hesitancy in rearranging their 
ideas to fit 
Visitors to the 


buying 
displays 
d-fashioned side. 


many display- 


promotion mind, 
available materials. 

New York event 
away from the “Visual Merchandising 
Council” full of praise for the 
committee of New York 


came 


combined 
displaymen and 


N. A. DE 


clinic, and for 


members who had planned the 


those who so ably partici 


pated. One person who has attended many 
educational display sessions described it as 


“The greatest meeting ever held in the his 


tory of display.” Attendance at this clinic 
was estimated at nearly 1,500 

Discussing the two events in the order of 
their occurrence, estimates of the attend 
ance at the Chicago Display Market Week 
varied greatly. One report mentioned 600 
as the number of displaymen present; 
another guessed 1,000. The actual attend- 


ance probably ranged between three and 


four hundred according to trained, un 


biased observers. 
In addition to the routine business of mar 


ket week, two educational sessions were 


held 


ternational 


under the general auspices of the In 
Association of Display in col 
laboration with the N. A. D. I. The first 
of these took place the afternoon of June 
21 in the Mural room of the Morrison hotel, 
with Carl V. 
manager of the W. T. Grant 

New York City, as chairman. Once 


hundred and five persons 


Haec ker, assistant sales pro 


motion Com 
pany, 
were present 
Following a silent prayer tor the success 
Haecker introduced the 


Chicago 


of our armed forces, 


city prosecutor ot who welcomed 


the audience on behalf of the mayor. This 
was acknowledged by Joseph Bronsing, act 
ing president of the I. A. D. since the recent 


W. Parks; 
Goldsmith’s, 
then went on to pay tribute to the 


resignation of Ray Bronsing, 


who is display director for 


Memphis, 


standing in. the 
short talk 


plea for increased attention to good display 


long associa 


members of 
tion, and completed his with a 
when merchandising is being 
dithcult 


The next speaket Was 


in these days 


done undet circumstances 
tan 


Company, 


lrowbridge 
ley, president, L. A. Darling 
Bronson, Mich., 
of the National 


dustries. Discussing 


who extended the greetings 


\ssociation of Display In- 


the relationship be 


tween the I. A. D. and the N. A. D. L, 
Stanley said: “We want the I. A. D. to be so 
strong that there never should be a ques 


survival or of its 
10,000 displaymen in t 


tion ot its power. 


Phere must be his 
assume that figure 1s conserva 
member of the N A. dD. I 


10,000 


country; | 
tive every 
would like to see an LI. A. D 
members 

“The N. A. D. I. has 


bee nN 


with 


its< li 
build 


display profession—to build up your 


strengthened 
considerably and has trying to 
up the 
Perhaps all of you have seen 
the N \. D. I. has 


been trying to sell man 


Store status 


the advertising been 
have 
idea that the 


be ing 


running: we 
agement on the tool known as 


display is not given the recognition 


it deserves. In many cases displaymen are 
not being recompensed as they deserve. The 
they with, too, is not 


adequate done to 


money have to work 
More can be step up 
sales in stores through more money for dis 
play appropriations. 

“The N. A. D. I. 
possible that will make display and your or 
and better Our 


intends to do anything 


ganization stronge! groups 








must work together We all have the same 
build display. I 
have an intelligent 
you and by us- 


problem—and that is to 
feel that 


campaign 


display must 
back of it—by 
to sell management that we do more in a 
given store than we are given credit for. 

“Tl think that one-third of the total pub- 
licity appropriation should be given to dis- 
play; that from the re- 
sults accomplished by the other advertising 


would not detract 


media, and would really let display prove 
what it can do. I believe that one-third of 
all sales could be traced to display in a fair, 
impartial survey. 

gaining in recog- 
One 


ever to take 


“Display is constantly 


nition; there can be no denying that. 
of the most 
while I have been in display was the 
United States 
display’s help in 


flattering things 
place 
paid display by the 
Treasury when it 


the Fifth War 


amounted to saying: 


tribute 
asked 
Loan drive; it practically 
‘We've got to have dis- 
plays! 
Stanley 


that displaymen take an interest in compil 


concluded with the suggestion 


ing facts and figures which would aid in 


showing what display can really do in the 
way of selling and asked for the cooperation 
of individual displaymen and display groups 
for that purpose 

Francis Wright, su 
Education De 
Education, 


He was followed by 
pervisor of the Distributive 


partment, St. Louis Board of 

who said: 
“D-Day is now history, but in the offing 

is a very great hazard which may spell the 


M-Day 


when ex 


doom of many retailers. Yes, 


Moving Day—is not far distant 


DISPLAY WORLD 


transplant their 
store to a 


customers will 
from 


asperated 
patronage perhaps 
competitor's store, not on your account, of 


your 


course, but due to factors beyond your con- 
trol. 
much 


You, as displaymen, however, can do 
to delay and discourage M-Day by 
your displays beautiful, the 
interior attractive and thus making 
it more difficult for Miss and Mrs. America 
to forget the loveliness of the atmosphere 


making more 


more 


which you, as displaymen, can create. 

“Never before in the history of associa- 
tion activities has their been a greater op- 
portunity for service. The Committee on 
Economic Development says that ten million 
more persons must be employed in the post- 
war era than in 1940; that production must 
be stepped up to a level 35 per cent above 
that of 1940. It is my opinion that the em- 
phasis should not be placed on production, 
but on merchandising, on distribution. 
Unless distribution functions efficiently and 
intelligently the market can easily become 
glutted by over-production. 

“There is no question that competition tor 
the consumer's dollar in the post-war era 
vicious. Since 


will be vigorous, if not 


—Informal groups were the rule at the Chi- 
cago Display Market Week. . At the 
speakers’ table, left to right, R. C. Kash, 
editor, DISPLAY WORLD; Mrs. Lolita Staines, 
Vandever's, Tulsa; Carl Haecker, W. T. Grant 
Company, New York City; Francis White, dis- 
tributive education supervisor, St. Louis; Jos- 
eph Bronsing, Goldsmith's, Memphis; Joseph 
McCann, S. Kann Sons Company, Washington, 
and Everett Quintrell, Elder & Johnston Com- 
pany, Dayton— 
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women do 87 per cent of the buying, it will 
befall you to convert her innumerable wants 


to immediate needs by more effective dis- 
play. You have a tremendous job to per- 
form in the seven seconds allowed you to 
complete this mental transition from want 
to need. 

“Never before 
fronted with such complicated problems, the 
solution to which can logically be obtained 
This three-phase prob- 


were associations con- 


through education. 
lem of an educational nature makes it neces- 
sary, first, to assist and upgrade the stop- 
gap employees and refresh the seasoned ones 
within the local guilds; 
job relations nature that will interest and 
influence new blood into your profession; 
third, an inevitable and impending one of 
rehabilitating the returning soldier to his 
former job. This last step of rehabilitation 
will not be as enormous as you might con- 
template because actual 
that only 20 per cent of the returning sol- 
diers intend to resume their former employ- 
ment. War experiences have broadened their 
outlook, shattered their fear complexes and 
stimulated a desire to test their ability in 
other fields. 

“Some time ago Dave Estes, president of 
the St. Louis Display Guild, and I conceived 


second, one ota 


surveys disclose 


an idea which 


of education to be 


soon culminated in a_ plan 
launched in St. 
The plan had such na- 


Louis 
this coming fall. 
tional possibilities that Estes urged me to 
share it with you at this convention. It is 
a privilege to share these ideas because first, 
the plan is economical; second, the neces- 
sary machinery is already set up nationally; 
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third, it will keep the International Asso- 
ciation of Display constantly before the 
fourth, it offers opportunity for 
group—both 
non-members; by upgrading 
make the entire community 
fifth, the plan can be 
adopted in your locality immediately with 
little or no cost; sixth, it can embody the 
cooperation and collaboration of the display 
manufacturing group which will assure still 
seventh, since you are al- 
ready paying for this educational service to 
business through federal, state and local tax 
monies, it is your loss if you don’t utilize 
It effectively. 

“This practical education service is noth- 
ing new. In fact, it dates back to 1916 when 
the Smith-Hughes act was passed to pro- 
vide federal aid to trade and industry. Sub- 
sequent provided 
assistance to agriculture, and in 1937, when 
distributive 


local clubs ; 


glorifying the local display 
members and 
the field you 


display conscious ; 


greater success; 


amendments to this act 


business was not so hot, the 

George-Deen act was passed for the distinct 
purpose of assisting and upgrading those 
engaged full or part-time in distributive oc- 
Cupations such as buying, selling, merchan- 
lising an idea, commodity or service. By 
Virtue of the George-Deen act state and fed- 
tral funds are administered through local 
boards of education for the benefit of retail 
and wholesale distributors. 

“This plan of practical distributive edu- 
cation operates on three distinct levels: 
first, to assist and upgrade those persons 
engaged full or part time in the field of 
distribution. To derive the maximum bene- 
level of immediate 


ht trom. this service, 


—Among those present here are Mr. and Mrs. 


F. A. Rhoads, Mrs. Lolita Staines, Francis 

Wright, George Wagner, Frank Whitelam, Joe 

Vent, Milton Werner, George Silvestri, et al. 

The pictures were made at the Chicago meet- 

ing and are shown through the courtesy of 

George Wagner, J. L. Brandeis & Sons, 
Omaha— 


it would be advisable for your I. A. D. to 
prepare a uniform guide or outline for use 
by the field. This keep the 
[. A. D. constantly before the local clubs. 
Second, to obtain new blood for your pro- 
through part-time 
tailing programs on a high school level open 


entire would 


fession cooperative re- 
to students 16 years old in their last year 
of high attend 
school for a half-day and be farmed out to 


school whereby they will 
cooperating stores for a half-day for a min- 
Again a uni- 
form guide prepared through your I. A. D. 
would be invaluable as an educational and 
public 
communities 


imum of 15 hours per week. 


relations tool for use in over 600 
part-time cooperative 


retailing exists on a high school level. It 


where 


is anticipated that this type of progressive 
education will continue to expand tremen- 
dously in the early future. Third, to help aid 
and assist the returning soldier readjust 
himself to his former display job. 

“For information, Bill No. S-1946 
is now pending a Senate committee, which 
through Section G 


your 


thereof provides seven 
million dollars to be allotted to the various 
states on the basis of population for the pur- 
pose of rehabilitating the returning soldier 
through distributive education facilities. 
This bill should have your immediate en- 


dorsement in view of the fact that it elim 
inates the need for setting up duplicate ad- 
ministrative machinery which would be ne« 
essary if this section of Senate Bill No 
S-1946 should be deleted. It is to 
interest to see that bureaus and departments 


yout 


are not further multiplied and that econo 
mies be applied such as is possible through 
this Senate bill as it now stands. A letter 
or telegram to your senator should assure 
this objective. 
“You should be 
been accomplished this past year in our St 


interested in what has 
Louis area which no doubt is a forerunner 
general trend. For the year ending 
June 16, we conducted 96 courses 
2,000 retail 
Only five of these 96 courses 


ot a 
with a 
registration of executives and 
salespersons. 
were conducted in the school buildings. The 
others were conducted in places of business 
at all hours of the day and night according 
to the convenience of the retailer. We have 
worked with many professional groups and 
trade associations who have benefitted tre 
mendously education 
One particular association, whose 


by this distributive 
service. 

education program had been a corpse for 
the past two years, utilized our services 
and is now one of the outstanding groups 
in their national association. They attribute 
assistance ob 
tained through distributive education. The 


same type of service is available to you from 


this transtormation to the 


states through state 
and local boards of education. To obtain 
this assistance, 


coast to coast in all 

simply call or write your 

local superintendent or board of education 
[Continued on page 46] 








By JACK POLLARI 
Madigan Brothers, Chicago 







































































With national interest centered on Chi- 
cago because of two great political cony 
tions, Marshall Field & Co. pulled a neat 
trick out of their apparently bottomless bag 
by installing huge white cutouts or outlines 
of each state in the union. These were hung 
from the valance near the window and took 
in the entire 18-foot expanse. Each cut-out 
outline carried the message, “Welcome 
Idaho,” and so on for each state. This was 
doubly effective because Field’s has more 
than enough windows for such an _ idea 
This installation did not hurt or distort the 
merchandise presentation and appeared more 
as an added attraction. 

For Field’s corner window on Randolph 
and State, John Moss captioned a smart 
sports display with the following copy: 
“This summer you'll be done up brown.” 
Every model and mannequin was dressed in 
brown. The scene represented a rocky beach 


with a realistic pier extending from the 
background. A large sail behind the cliffs 
waved lazily as if a sailboat were moored 
there. 

R. R. Jericho's very original corner win- 
dow at State and Madison street for The 
Boston Store was captioned “Suave Char- 
coal Black in soft slim styles that make 
your hottest day feel cool.” The attraction 
here consisted of black palm trees with 
white coconuts in each corner, and a white 
open screen in the center with white gar- 
denias emerging from a black urn. TI 
floor was treated with black and _ white 
blocks and the final delightful touch was 
added by white soda fountain chairs. 

Sam Blum at The Fair Store presented 
an entirely new and original Fifth War 
Loan window. It was a scene in an attic 
with mother and the two young children 
reclining before an old opened trunk in 


C 





which dad’s clothes had been safely put 
away for his return. This completely cap- 
tivating and appealing picture was further 
augmented with three cedar bags hung on 
the rafters with this copy ... “Don’t touch 
Dad’s overcoat;” “Careful, Dad's dress 
clothes;” “Don’t touch, Dad’s hunting 
clothes.” The theme of this splendid Wil 
dow read .. . “Buying extra Bonds will 


ne! 


bring him back = sooner.” Blum’s cot 





window simulated a porch on the Stat 
street side and an outdoor garden on Adams 


' : singe 

4 street for two-piece swim and playsuits. [he 
e , Py ij . 

ia card read . .. “When you're dressing fo! 
is fun, do it briefly.” The porch floor was 


entirely covered with cubed red slate, the 
background was of white painted brick, 

charming old-fashioned wicker  furnitur 
painted white served as cool atmosphere 
Stylized straw dogs activated this sum 
scene in an amusing manner. The outd 


puaraar 





—Above, a display by J. W. Campbell, Car 
son Pirie Scott & Co. . . . Center, by ‘Buck 
Bowen, The Hub. . . . (All photographs by 
F. A. Kuehn & Co., Chicago)— 
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—Right, by Sam Blum, The Fair Store... . 
Center, by Fred Rude, Baskin's. . . . Below, by 
Howard Haney, Crawford's— 


scene on Adams street (a part of the same 
window) was effected by the use of scatter- 
grass on the floor with banks of flowers 
against a sky-blue background upon which 
lazy clouds were painted. 

J. W. Campbell at Carson Pirie Scott & 
Co. provided a convincing argument in his 
six splendid War Bond windows, showing 
where your Bond money is spent. The copy 
read... “Back the attack, buy more Bonds 
than before.” Each display showel some 
of the equipment needed for every branch 
of the services; for example, the army pres- 
entation displayed a Browning machine gun, 
blankets, kits, a bazooka and shells, a pup 
tent. The background of each window had 
a “burst” in blue seamless paper revealing a 
color blowup of the active phases of war. 
The Marine window had a howitzer, hand 
grenades, digging-in kit, a pup tent and 
camouflage netting. The marine in_ this 
setting was dressed in one of the new cam- 
ouflage suits. 

Bruce Elliott, with the largest and most 
ponderous island window in the world, 
deftly put over the coolness of gabardine. 
The copy read... “Your Steven's gabardine 
suit is invaluable this year because it com- 
bines superb tailoring with fine fabric.” 
Many avid fashion followers consider Ste- 
ven's island as a three-ring fashion circus, 
and well deserved is this reputation. Elliott 
puts on a fine show at all times. The win- 
dow is now divided into three parts with 
large plateaus covered with colorful saw- 
dust. The Fifth War Loan drive is strik- 
ingly covered in this fashion picture by red, 
white and blue roping, starting from a ring 
on the background and brought at right 
angles to the fore, leading your eye to the 
message “Buy Bonds now.” Capering 
excelsior dogs are a humorous part of the 
display. 

Whimsy in its purest sense captured the 
eves of the passerby at Mandel Brothers, 
where Jay Howe created a likeness of Chi- 
cago’s forest preserve for his play-tog win- 
lows. He achieved this effect dramatically 
by “planting” trees helter-skelter (like a 
iorest) by simply using tarlatan wrapped 
around paper cylinders and using this same 
labric as leaves for the trees. Each window 
leatured a color such as Delft blue, Amer- 
ican Beauty, and chartreuse. The merchan- 
lise, all play-togs, featured this apropos 
copy... “Play in your own back yard 
with arrow pointing) ... The Forest Pre- 
serve.” 

“Buck” Bowen at The Hub featured the 
lollowing copy in his very whimsical play- 
clothes windows ... “The sun catch of the 
season.” One of the windows shows fish 
in colorful designs painted on the inside 
i the plate glass; others had sand floors 
a quaint stuccoed boat apparently 
‘stranded on the beach and partly filled with 
sand; a seated mannequin perched on the 
edge near the oar-locks and seaweed 
merged from behind the boat upon which a 
ish net had been gracefully draped. This 


served as a merchandiser for the various 


shown. The card holder, a stylized 
lorse covered with toweling and polka 
completed this novel marine display. 
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Although Los Angeles is some 2,000 and 
3,000 respectively, distant 
and New York Display Market 
Weeks held the latter part of June, the ef- 
fects of the two events were felt here just 
Quite a 
number of local attended 
both affairs, and so did the representatives 


miles, 


(Chicago 


as in many cities much closer. 


display people 
or principals of several Southern California 
The displaymen returned 
especially enthused Visual Mer- 
chandising Council held in New York, and 
factors reported excellent busi- 


display firms. 


over the 


the display 
ness in fall and Christmas materials. Many 
of the latter are learning that while 
of their business is done here on the coast, 
there is a ready market throughout the Mid- 
West and East for California display prod- 
ucts and their future plans are being shaped 
with that in mind. 

Los Angeles displays since the last report 
in DISPLAY WORLD followed the pattern 
seen in so many cities during that period. 
The Fifth War with 
it many outstanding window displays, prac- 


most 


Loan drive brought 
important store playing it up 
length of 
perhaps not 
to single out one store for particular men- 


tically every 


heavily and for a considerable 


time per display. It is fair 
tion in this connection, but the displays of 
Bullock's were particularly noteworthy. 

Getting on to a description of the 
plays pictured here, the first one 1s by Har- 
vey Pettit, the J. W. 
Used in connection with the War Bond cam- 
paign, this was one of a series of windows 
same line. The background 

light cream tint, 
window had a plaster figure in the central 


dis- 


Robinson Company. 


all along the 


was done in a and each 


from the 


By HERB CROSS 
"Dick" Whittington Studio, Los Angeles 


background as shown in the photograph; 
the inscription on the plaque read: “Vic- 
tory! Speed the day of victory to America’s 
armed forces by buying more United States 
War Bonds now!” 
army) equipment, War Bond re- 
productions, photographs of the leaders of 
the Allied Nations, and flags. The lighting 


was general in nature. 


and navy 


Next is shown a display from Desmond's, 
appeal 


combining merchandise with the 


Properties consisted of 


Bond theme. The caption across the back- 
ground in cut-out script letters read: “let 
The shield 


white and blue, and was imposed on a light 


Freedom Ring!” 


red background. One accessory group was 


mounted on a large drum at the right. The 
same theme was used throughout Desmond's 
complete battery of windows. The lighting 
was done primarily by means of spots. 

At the top of page 11 is seen a display by 
oe Bullock's, in behalf of Wac 


Brewer, 











recruitment. The display remained on view 
from 9 in the morning until the same hour 
at night, an entrance to the street on the 
left side permitting prospective recruits to 
pass directly Two Wacs 
are stationed in the display each day to 
interview applicants. The display itself was 
supplemented by music, and returned service 


into the window. 


people speaking over a public address sys- 
tem to the people in the street. It 1s worthy 
of note that 202 Wacs have been 
through the display since May 24. As for 
particulars of the display, the background 1s 
of sky blue and red, with cut-out letters 


used on tiers at the right. Photographs ot 


recruited 


Wac activities are spaced along the “coun- 


ter,’ and a large reproduction of the Air 


Corps insignia appears at the right. Mount- 
ed maps of world battlefronts are placed 
about the floor. A diorama in the upper 


right corner shows an aviation student in a 


—Immediately above, a display from a group 
by Harvey Pettit for the J. W. Robinson Com- 
pany in connection with the Fifth War Loan 
drive. Left, one of a series of windows 
used by Desmond's. . . . (All photographs by 
courtesy of "'Dick'’ Whittington, Los Angeles)— 


was in red, 











a. 


whe 
disp 
yea! 
wor! 
Wat 
ZTou 
scen 
tion 
£Tor 
acro 
“Let 
larg 

\ 
In ¢ 
vidi 
num 
worl 
ed o 
more 
resp 
succes 
State 


on f 


iting 


v by 


Wac 


EW 
our 
the 


TULY, 1944 


—tThe first two displays on this page are by 
J. H. Brewer, Bullock's; the top is for air 
Wac recruitment, with 202 signed up since 
May 24... . Twenty mannequins, six of which 
do not appear in the photograph, were used 
in the sports clothes window. . . . The final 
display is by J. Roy Stewart, Barker Brothers, 
for the Fifth War Loan— 


Link trainer operated by a figure of an air 
Wac. 

\nother Bullock display is seen in the 
second illustration on this page, this being 
for play clothes. The showeard caption 
read: “Leave it to Bullock’s to help you 
make the most of California.” Twenty man- 
nequins appropriately garbed are seated 
around a picnic lunch or standing about in 
conversational poses on the flagstone floor, 
although six of them do not show in this 
photograph. Brightly lighted to simulate 
the famous California sunshine, the scene 
is very realistic. The background was done 


in a shade of pea-green. 

The final display is from Barker Brothers, 
where J. Roy Stewart recently returned as 
display director after an absence of two 
years in the army and as a Red Cross 
worker. Used in connection with the Fifth 
War Loan drive, the display has a_back- 
ground consisting of a montage of war 
scenes flanked by flags of the Allied Na- 
tions. Large cut-out letters in the fore- 
ground read: “Fight By His Side” and 
across the top of the display are the words: 
“Let's Put It Over!” On each side of the 
large unit are various service insignia. 

\ recent issue of Time magazine spoke 
in detail of California's problem of pro- 
viding employment in peace for the great 
number of people who are now out here 
working on war projects; the article point- 
ed out that this state will probably have a 
more difficult time on its hands in_ this 
respect than any other, and that if California 
succeeds in finding a solution the other 
states may be able to pattern their actions 
her example. 

It is with something like this in mind that 
eral Los Angeles stores will present in 
displays and other advertising from 

14 to July 28 an idea of “Los Angeles 


Tomorrow.” Under the sponsorship of the 


owntown Business Men's Association, the 
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presentation is to be a realistic interpreta 
tion of plans now being made for the future 
(The displays go on view too late tor photo 
graphs to be included with this issue, ot 
course.) 

Kach of seven large stores has chosen one 
part of the development to present and in 
terpret; in the displays this will involve 
the use of models and dioramas. For ex 
ample, J. W. Robinson Company will show 
dioramas of a beach development which in 
reality will extend tor twenty-one miles and 
require an expenditure of $80,000,000. Past, 
present and future aspects of the beach site 
will be included. 

The May Company will show displays 
based on reconversion to peacetime produc 
tion; the Broadway will feature Los An 
geles aviation of the future, including a 
downtown airport, helicopter landing spaces, 
and the like; Barker Brothers selected 
housing as its subject, in line with the fact 
that the store specializes in home furnish 
ings; Desmond's will present parks and 
playgrounds, and Bullock's will show high 
ways of the past and future. 
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Arrangement: This window consists of either two 
or three individual units. Unit on left of one figure 
and assorted merchandise displayed on luggage: 
unit in back center might consist of merchandise 
mounted on giant note book but copy may be 
used on note book instead. Unit on the right is 
made up of two figures and draped sport coat. 


Properties: Loose leaf composition book can be 
easily made of wallboard with sheets of seamless 
white paper with blue horizontal ruled lines and red 
vertical marginal lines. Suggested copy: "Essential 
apparel for the school year.'' Enumeration of 
school wear to be displayed could then be listed. 
Giant pencils, pens, pennants, books, etc., may also 
be added for atmosphere. 


Merchandise: Should be an assortment of your 
smartest and brightest back to school items com- 
bined with a general line of sportswear. Choose 
the colors carefully. 
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by Louis Gehring 





Display Designer and Consultant 
New York City 


Arrangement: The general arrangement of this 
window consists of three different age group units. 
It is a combination of boys’ and girls’ wear. 


Properties: The background behind the mannequins 
is seamless paper with a suggestion of trees and 
fall leaves. Scatter leaves on floor. Section of 
fence adds rustic air and presents opportunity fur- 
ther to display accessories. Sign board on fence 
to read ‘Back To School.’ 


Merchandise: This type window is basically an as- 
sortment window and should show your best items 
available from the departments represented. 


Arrangement: This type window is grouped in three 
units and is devoted to the grammar school age. 


Properties: Large blackboards may be made of 
wallboard with corded frame. Copy: ‘The book- 
and-blackboard set voted these.’ Over-size books 
can be bought or made of wallboard and serve 
as display risers. For atmosphere add other school 
supplies such as giant pencils, rulers, globes, pen- 
nants. 


Merchandise: This window should be an assortment 
window and should display more merchandise than 
is shown in sketch. Complete accessories should 
be displayed such as sweaters, blouses, skirts, etc. 
Display most attractive colors. 
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This War Bond window represents a united 





group of the allied nations arranged in circle i 

formation around a large V for Victory. ja 

Streamer bears copy—''Here is our Strength oe ' 
War Bonds for Victory.’ A simple but ef- 


fective display. 
— v 


“Here is Our Strength-War bonds for Victory" @ 
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Arrangement: This is a special boys’ window, built 
around two side units. 


Properties: Install sloping platforms of wallboard 
and goal posts of |x2” lumber to serve as display 
platforms for merchandise inside units. Slopes may 
be covered with grass mats and lined with white 
tape to create football field effect. Use local 
school colors on posts. Add pennants for at 
mosphere. 





Merchandise: Merchandise should be complete as 
sortment of your best items in this age group. 
Support merchandise on sloping panels by T-stands 
or shirt boards with stands extending through holes 
drilled in slopes. 











ee 


















Arrangement: This window consists of a composi- 
tion of elements forming a single unit. Elements 
are arranged in graduated heights. 


Properties: To the left, mannequin is outlined 
against a seamless paper panel. White columns 
of various heights are interestingly arranged and 
serve to display the assorted merchandise. Tall 
column to the right balances figure to the left and 
supports bust of Socrates or other famous ancient. 


Merchandise: Merchandise should be complete as- 
sortment of your best items in this age group. 













little cupids set a mood 
Franklin 


Simon's where seersucker dresses described 


Fans and airy 


for a series of four windows at 


washable, wonder-fabric” were 
(Upper left, opposite page.) One 


color group of the merchandise was featured 


as “cool, 


presented. 


by Display Director Robert Pichenot in each 
window—the chosen color, pink, vellow, blue 
and violet being repeated also in the display 
props. 

In the illustrated scene, the large papier- 
mache tree with its decorative foliage, also 

carried out in soft 
little cupids winging 


of papier mache, was 


pink. The 


sprightly 


By VIRGINIA ROEHL 


their way through the air were in a match- 
ing tone of the pink papier mache, the cool 
qualities of the merchandise highlighted by 
the pink paper fans they 
Here and there a mannequin, not to be over- 
shadowed by the little ones, also carried a 
decorative West Indian fan. The plaid pat- 
tern of the 


gleefully 


dresses was 


script of the window card; the floor of the 
window was filled with beach sand in the 
backwalls 


featured color while the 


painted a quiet green. 


Virginia Roehl Studio, New York City 


wave. 


repeated in the 


were 


Illustrating the message in an Oppenheim 
Collins display, “The Bare Look catches ad- 
miring glances and the sun,” the window 
card included in book fashion the 
sketch of a large eye and a brilliant sun. 
For this stretch Display Director 
Dorsey realistically depicted a boardwalk 
running the length of the adjoining three 
windows. (Lower left, opposite page.) From 
this vantage point, the presence of repre- 
sentative spectators, soldiers, sailors, and 
civilians were suggested with legs and feet 


story 


Leslie 


































in characteristic poses. The dogs appearing 
here and there on the boardwalk were fully 
visible. On the beach sand were the ad- 
mired mannequins in a conversational group, 
the picnic lunch supplied by the white wick- 
er basket apparently finished except for the 
sandwich held by one figure, another hold- 
ing a paper plate. The bright beach parasol 
suggests comfort and color. The 
boardwalk and sturdy supports were paint- 
ed a glistening white. 

White and red made the color scheme 1n 
a second window at Oppenheim’s. Taking 
the inspiration from the fashion message, 
“How pretty vou look in an O-C Dress— 
Gay prints are summer refreshments,” Dor- 


gives 


sey designed a novel refreshment bar. The 
top of a Victorian bureau served as usetul 
background for the intimate little counter 
bar. This dresser top was painted a high- 
gloss white with bits of red introduced 

the ornate top and frosted glasses of a deep 


—Upper left and center, from R. H. Macy & 
Co., Irving Eldredge display director. . . - 
Left, by Leslie Dorsey, Oppenheim Collins 
. .. (All photographs by courtesy of Virginia 
Roehl Studios, New York City)— 
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pink beverage placed in the niches; an ad- 
ditional series of the glasses complete with 
straws were spaced along the bar. The high 
stools were painted bright red, the bar in 
white with vein motifs in red; walls and 
floor were white and the junior dress pat- 
terns were red and white worn with all- 
white accessories. 

\ fitting Malayan atmosphere was chosen 


by Display Director Henry Callahan when 


Sarong Fashions for beach and play were 
presented in the Lord & 
Split bamboo screens painted a dark forest 
green formed a background for the manne- 


Taylor windows. 


juins, as seen at the upper right. To one 
side an off-white plant tub held a luxuriant 
tropical tree. The white paper leaves were 
traced with dark green, their strong ma- 
stems growing from a dark brown 
tree trunk. Here and there a few strands of 


} } 
] 


dark green and magenta hemp cord were 


genta 


loosely draped before the bamboo screens, 


these colors—plus chartreuse and purple 
appearing in the sarong fashions. Brown 
gravel filled in the floor area between the 
Natural Window lights 
Were dimmed on the background, thereby 
accenting the tropical atmosphere and_ the 
Olorful figures. 


sacks to the Sun—while you bronze be- 


color rush mats. 











—Upper left, by Robert Pichenot, Franklin 
Simon's. . . . Upper right, by Henry Calalhan, 
Lord & Taylor. . . . Lower left, by Leslie Dor- 
sey, Oppenheim Collins. . Lower right, by 
Irving Eldredge, R. H. Macy & Co.— 


comingly” was the apt message for a Macy 
window where Display Director Irving Eld- 
redge created an intriguing setting through 
enlargements of 
(Sec- 


the use of photographic 
various forms of sea shells and coral. 
ond photograph.) These interesting com- 
positions were spaced to right and left on 
the beach sand floor of the window. Cords, 
running from the top frame to an off-center 
point on the backwall, were spaced with 
photographs of a 


\ddi- 


large star fish 


mounted and enlarged 
wide variety of individual sea shells 
tional shells and a_ very 
emerged from the sand and the whole was 
flooded with strong vellow light. 

“Backs to the Moon while you dine, 
dance, romance” and “Back to the Earth 
while you garden for Victory” were the 
themes in the adjoining two windows with 
photo-murals and cutouts of garden tools, 
latter 


jewelry 


seed packages and vegetables in the 
display and the moon and costume 
chosen as photo-subject for the black eve 
ning wear setting. 











goes all outdoors on all ten 


“Macy's 


floors” was the card announcement carried 


with a series of ledge trims appearing o1 
the street floor, as seen in the first illustra 
tion. Animated outdoor scenes depicting the 
various activities to be engaged in during 
the summer season appealed to the imagina 
tion. Here, the city roof top has been made 
cozy for the soldier's enjoyment of food 

both he and his companion are sculptured 
of papier mache this medium also being 
used for the settings and figures on the ad- 
joining ledges where a couple relaxed on a 
children at 


park bench; others in a canoe 


a picnic; the Victory garden worker, et 
Curved panels carried on a sweeping line 
made an interesting background in a series 
of three windows at Macy's where the fash 
“Your Move play 


all across the board 


ion text read, color 


against color work out 


a new combination tor every Summer situa 
tion in these cool, calculating clothes.” An 
inset game board formed the table top and 
the rungs tor the chair backs were in bright 
Frames for the chairs 


greens and vellows 


were in black and the seats were done in 
white The alternate panels for the back 
ground were in grav and white The dis 


play is seen in the illustration immediately 


above 





San Antonio 


DISPLAY 
DRIVE 


To back a local Wac recruiting drive, San 
Antonio displaymen got together in an 


outstanding display campaign. Three of 


the resulting windows are pictured: top, 
by Percy Cockrell, Hutchins Brothers; 
center, by Max Barteck, Kaufman's; 


below, by Bob Coe, Carl's Ladies’ Shop. 


fo the layman, recruiting duties for the 


armed forces would seem to comprise a 
series of stereotyped activities embodying 
the inevitable prospect lists and sales talks. 
While these elements still remain necessary 
constituents, recruiting activities have been 
forced to acknowledge the value of methods 
of appeal utilized by commercial advertising. 
In addition to newspaper and radio pub 
licity, window displays are being success 
fully used as a medium of approach. 

In San Antonio, Air Women’s Army Corps 
recruiters have recently established a firm 
foundation of appeal through window dis- 
plays. When the idea was first conceived, 
Elmore Rice, chairman of the Displaymen’s 
Club of San Antonio, was consulted as to 
the most successful methods of organizing 
a display campaign. Rice collaborated with 
Corp. Murray Sparaga, formerly of Stern 
Brothers, Namm’s, and Oppenheim Collins, 
New York. Every San Antonio store with 
a beneficial location and facilities offered its 
cooperation. 

When the stores had been organized as a 
unit, Sparaga commenced to work out a 
specific pattern that the displays should 
take. Since the second anniversary of the 
Wace was achieving prominence in the city’s 
activities, this trend was included. An 
other recently publicized factor was the ele- 
ment of choice in the Wac—choice of job 
assignment, initial installation and branch 
of service. This trend was also incorpo- 
rated as a part of the pattern. Naturally 
the fashion trend was followed, and here 
the Wac brought forth a new off-duty 
tropical worsted uniform for enlisted per- 
sonnel. Finally, an appeal to instinctive 
patriotism completed the pattern, and thus 
it was composed of the anniversary celebra- 
tion, choice resting with the individual, 
fashions, and patriotism. 

[Continued on page 38] 





‘TOE Womtw's aumy cones 


DMAN’S PLACE IN Wan 
he Sete: 
20P Kinds oF jabs tor women 

















JULY, 1944 DISPLAY WORLD 


DESIGN 
PATENT 
APP. FOR 


IN OUR OPINION 


. THE MOST VERSATILE 
\\DISPLAYERS YOU HAVE 
EVER SEEN 


In introducing these new Ringmaster Displayers, Darling offers 
you a range of display uses almost unlimited in scope and in 
keeping with the smartness demanded today. The single and 
double ring units may be used in many pleasing combinations. 
They are made of Dartex reinforced composition and finished 
in a soft white. In the group above are two I-ring units (D-418-1) 
and a 2-ring unit (D-418-2). The round plate glass shown 
is 12” in diameter, and the plate glass shelves are 10” x 24”. 
You will want these units. They are available now. For more 
complete information with prices, write today. 


L. A. DARLING COMPANY, BRONSON, MICHIGAN 


NEW YORK OFFICE AND DISPLAY ROOMS 
735 MARBRIDGE BUILDING, 47 W. 34TH ST. 


DARLING 


The Name To Think Of First In Display 
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TELEVISION ... 


For Department Stores 


An address delivered by Irwin A. Shane, director of The Television 
Workshop, New York City, during the Chicago Display Market Week. 


HERE are two things we can be sure 
of in the postwar period—taxes and 
television ! 

For many thousands of persons in New 
York television is already here. Programs 
emanate every night of the week from Man- 
hattan’s three stations: National Broadcast- 
ing Company, Columbia Broadcasting Sys- 
tem, and DuMont. How good they are may 
be open to question. But the fact remains 
... a person with a television set in Man- 
hattan can and does receive plays, variety 
acts, quiz programs, fashion shows, ballets, 
documentaries, newscasts, sports, motion 
pictures, CEC, 

In the vear 194\V-plus-1, television will be 
a regular service in many of the larger 
communities. In 194V-plus-3, regional net- 
works will no doubt be in operation. In 
194\-plus-5, coast-to-coast networks are ex- 
pected to be in full swing. 

Department store people, especially dis- 
playmen, are showing an avid interest and 
curiosity in this lusty offspring of electron- 
ics. Evidence of this interest is wide- 
spread. You can hardly pick up a copy 
of Women's Wear, Retailing, or DISPLAY 
WORLD and not find news items and arti- 
cles about television. 

But even more concrete evidence of this 
widespread interest is to be found in the 
recent television meetings that have been 
taking place in New York. On June 13, 
members of the Arkwright Stores met at 
DuMont for a session on department store 
television. 
of the Associated Merchandising Corpora- 
tion group met at NBC for a similar ses- 
sion. On June 27, members of the National 
\ssociation of Display Industries will dis- 
This present 
meeting is perhaps the best evidence of the 


Some weeks previously members 


cuss television in New York. 


interest in department store television, espe- 
cially by display personnel. 

Department stores are not alone in their 
interest in this new, powerful selling me- 
Scores of nationally advertised prod- 
their 
debuts. Among them are: Bulova, Fire- 
stone, Procter & Gamble, Lever Brothers, 


dium. 


ucts have already made television 


Sun oil, Adam hats, Botany ties, Press-On 
mending tape, RCA, Gold Mark hosiery, 
Goodrich rubber, Pond’s cosmetics, Hamil- 
ton watch, Blackstone cigars, Wildroot hair 
oil, Durez plastics, Remington typewriters, 
K-Z washing machines, Mazda lamps, Royal 
Crown Cola, Duz soap, Ivory soap, Tintex, 
Rival dog food, Harpers Bazaar, Chester- 
field, Dobbs hats, Knox hats, and others 
too numerous to mention. 

Already more than thirty advertising 
agencies have set up television departments 
to take care of the hundreds of clients who 
have requested television now and after the 
war. 

The interest in television has grown by 
such leaps and bounds that our universities 
have found it necessary to add _ television 
courses. The list includes New York uni- 
versity, Yale, the University of California, 
the University of Iowa, and Purdue. 

In fact, the interest in television has so 
grown that the Paramount and Roxy thea- 
tres are planning to install large television 
screens in the very near future. 

Recognizing the part that television will 
play in the postwar period, many newspapers 
are already making their postwar plans by 
applying for licenses. Some have gone so 
far as to sign contracts for station equip- 
ment. Among them is the Chicago Tribune. 
The New York Daily News is another. The 
New York Times and the New York Her- 
ald-Tribune have both applied for television 
channels. 

Now, what are the department 
doing about television besides talking 
about it? The answer is not hard to find. 
Bloomingdale’s in New York and Abraham 
& Straus in Brooklyn have organized the 
Metropolitan Television System. Plans for 
department television are moving 
along rapidly in Philadelphia, Boston, At- 
lanta, Washington, Chicago and other prin- 
cipal cities. 

Television is not new. Its modern begin- 
nings go back to the latter part of the nine- 
teenth century, when the earliest successful 
tests, crude though they were, were made by 
English telegraph operator in a 


stores 


store 


a lonely 
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town on the English channel. Departme 
store television in fact goes back to 1912, 
when tests were made in the Selfridge De- 
partment Store in London. 

In this country, Bloomingdale’s 
probably the first store to present a fashi 
show via television. This, then breath-tak- 
ing, experiment took place in the spring ot 
1939, when a millinery fashion show was 
transmitted from an improvised studio on 
the store’s sixth floor to the amazement oi 
customers in the fashion departments on the 
third floor. 

The first window television also took place 
at Bloomingdale’s when the store televised 
events of the New York World’s Fair to 
thousands of persons who thronged about 
the windows. 

In 1939 and 1940, stores in eighty-eight 
cities got their first glimpse of television 
when RCA and Farnsworth toured their 
special jeep units from California to Maine. 


How important is television as an ad- 
vertising medium? The answer is— it’s 
very important. NBC and Radio Corpora- 
tion of America spent a total of $14,000,000 
experimenting with television from 1937 to 
Pearl Harbor. During the time NBC was 
on the air, psychologists tested audience 
reactions and tound that memory retention 
was ten times greater with television than 
any other medium. The logical conclusion, 
therefore, is that television is ten times more 
effective as an advertising medium than 
radio or newspapers. 

The reason for the high potency of tele- 
vision over other media is not hard to find. 
The psychologists tell us that 80 per cent 
of all our knowledge comes through our 
eves. Our earliest recollections are things 
we saw, not things we _ heard, touched, 
smelled or tasted. 

The fellow from Missouri says: “Show 
me.” And thousands, millions, of women 
daily come to your clerks and say the very 
same thing. They want to be shown before 
they buy—at least they did before the short- 
ages. 

Seeing is believing, and the closer you 
approach reality, give movement and spon- 
taneity to a thing, the more arresting does 
the object become. You men who have had 
animated displays in your windows, or in 
your toy department at Christmas, know 
what I mean. 

Suppose that when you picked up a copy 
of the paper this morning; after reading the 
war news, your eye focused on an adver- 
tisement of Arrow shirts, and suddenly the 
handsome illustration came to life, spoke 
to you, and pointed out the advantages of 
Arrow; you'd say that paper was a very 
effective medium. Or suppose you picked 
up a copy of Harper’s Bazaar and suddenly 
the very attractive model in the ad_ for 
“Form-Fit” brassieres came to life! 

When you consider that television is ten 
times more effective than newspapers or 
radio, you can properly evaluate the vast 
publicity possibilities right on your store's 
premises—right at the point of purchase. 

Through the use of department store tele- 
vision, you can better tap this rich traffic 
and direct it to departments where television 
specials are being offered. You can make 
your traffic count as never before. Assum- 

[Continued on page 42] 
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MIACHE MAGIC... 


and brilliantly colored christmas display concept of 
10 new designs available to just one store in a city— 
choice of three forms: 


| — free standing, fullround, almost life size figures 
(41 to 5 ft.) for ledges. 


2— as above: group scenes with scenic background 
corners—as pictured—for windows. 


3 — concave shadow box miniatures — figures about 
2 ft. high, fullround, shadow box 36 wide x 30 
high x 15 inches deep—painted backgrounds. 


write or wire requesting sketches 
and reservation for your city. 


street 
Y. 


v . 
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Displays By... 
KAMENSKY 


—At the Sales Promotion Clinic held by the National 
Retail Dry Goods Association this spring the window 
displays of Sol Kamensky were judged as being the 
best of all entries from stores in cities of under 


100,000 population. Here are six more of his displays 

for the J. A. Kirven Company, Columbus, Ga. 

Upper left, The Bare Facts." ... Upper right, ‘Strike 

a Fabulous Pose."" . . . Center, "The Bride Looked 

Lovely." . . . Lower left, ‘Dream Sequence." 

Lower center, “Look What We've Caught." 
Lower right, “Curtain Going Up!""— 
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FREDERIC SHIPMAN, Inventor and Manager 


of the 


“NEW USE OF MIRRORS” 


Will leave for the South and Pacific Coast about July 20, where he will demonstrate models of 
his patented mirror devices in the principal cities enroute. 
For terms, etc., write 


HOTEL BRISTOL, 135 West 48th St., New York City 19 
or HOTEL BILTMORE, Los Angeles, Calif. 


In the above display, by Robert J. Marimon, The Higbee Co., Ghiniland only one figure was used. 
AVAILABLE BY EXCLUSIVE FRANCHISE TO ONE STORE IN EACH CITY 


Franchises already negotiated with the following stores: 
Lord & Taylor, New York J. N. Adam & Co., Buffalo 
Frederick Loeser & Co., Brooklyn T. Eaton Co., Ltd., Toronto 
Carson Pirie Scott & Co., Chicago The Higbee Co., Cleveland 
Jordan Marsh Company, Boston Scruggs- Vandervoort-Barney, Inc., St. Louis 
J. L. Hudson Co., Detroit L. Strauss & Co., Inc., Indianapolis 
John Shillito Co., Cincinnati Gimbel Bros., Pittsburgh 
Ed. Schuster & Co., Milwaukee The LaSalle & Koch Co., Toledo 
Miller and Rhodes, Inc., Richmond 


SENSATIONAL EFFECTS FOR CHRISTMAS DISPLAYS 


Amazing and dramatic ideas for Christmas Displays, possible only by "THE NEW USE OF MIRRORS," 
can make your store the talk of the town. Why not get the franchise for your store? 
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HELICOPTERS 


... Will Create 
New Traffic Problems 


Address delivered by C. B. F. Macauley, director of aeronautical research 
for Dohner & Lippincott, at the Visual Merchandising Council, New York. 


LI. businessmen are interested in new 
improved means of 


Transportation is a vital link 


and transporta- 

tion. 
in the merchandising chain. Whenever goods 
can be transported at lower cost the poten- 
widened. Whenever 
materials moved to the point of 
manufacture at cheaper rates the initial cost 


tial market 1s raw 


can be 


of the product is decreased, again widening 
the market 

When the time of transit of manufactured 
articles, particularly those of high value, is 
materially reduced other advantages appear. 
overhead—in 
transit 
and so 


Inventories can be reduced: 


the form of insurance on goods in 


and in storage, cost of warehousing, 


on—is reduced. Sometimes the advantages 


of switt transportation are so great that the 
laster means Of transportation 1s more prot 


itable in the long run even though costing 


many times more than slower means 


\ir transportation already has changed 
the geographic, political and economic shape 
today Yet, so far, on the 


accom 


world 


oft out 


basis of technological advances 


plished in aviation since the beginning of 


the war, air transport has barely scratched 
the surface of its economic potentialities. 
Well, what does 


living | 


all this mean in terms ot 


vabits and retail marketing in the 





tuture 


First, commercial applications of the heli 


copter will make their influence felt at the 
outset Root-top terminals for  bus-type 
operators, shuttle services—chiefly between 
outlying airports and downtown areas—and 
taxi or charter services will definitely be 


come a reality Second, the use ot helicop 


ters for express deliveries will assume im 


portance, particularly in areas where wide 


dispersion of delivery points makes it uneco- 


nomical at present to serve them by avail 


able surface transportation And third, as 
private owners come to use the helicoptet 
more and more it will inevitably alter their 
shopping and buying habits 


The helicopter owner during a period of 


from five to ten years from now will repre 


sent a selective buyer rather than a typical 


mass consumer. For example, with a heli 


copter at my disposal, it won't make very 


le « Ik {< yr 


bk cks 


much difference to me whether | 


article | want in a store six 


Some 








away, or sixteen miles away. I am going to 
shop where the display, convenience facili- 
treatment 
most attractive from the standpoint of my 
individual 


ties, and accorded me are the 
taste. 

Now, in looking and planning a little fur- 
ther that 
masses of our population will take to the 
air both in helicopters and in conventional 


ahead it is correct to assume 


airplanes. The helicopter will prove most 
popular in highly congested areas because 
of its obvious advantages. 

live in 
suburbs, and this trend to- 


dwelling 


Over 53 per cent of Americans 


cities and their 


ward city is continuing. But the 
helicopter, and other types of aircraft along 
with improved means of surface transporta- 


tion, will very likely start to diminish and 
in years to come turn back this trend. 
The aerial trafic patterns which will be 


created by helicopter travellers of a decade 
hence are not easy to see now, particularly 
since the requirements of every metropolitan 
widely. 


area will vary \ few general points 


—Proposed styling of a postwar private-owner helicopter; prepared by 
New York City industrial designers— 
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are fairly clear, though. For one thing, 
traffic over inhabited areas will necessarily 
channelized and as strictly regu- 
Wherever 
the volume of traffic exceeds the available 
sufficiently to entail 
inconvenience and delay, the 
owner will look for alternate market places. 
This very lead to the 
ment of great merchandise marts in a ring 


be fully 
lated as is surface traffic today. 
facilities considerable 
helicopter 
may well establish- 
around the perimeter of metropolitan areas, 
rather than the present concentration in the 
heart. 

Finally, aerial display is 
to become one of the fine arts of the future. 
With from 1 to 1,000 square miles competing 
for the attention of the aerial traveller, it 
will be quite a trick to arrange architec- 
tural, landscaping, lighting, or other graphic 
way as to capture the 


surely destined 


displays in such a 
interest of the observer and get an idea to 
register in his mind. 

The 
not influence your work this year nor even 
Your consideration of the helicopter, 
should not be 
For even now 


helicopter owner or passenger will 
next. 


however, confined solely to 
the future. 


dous popular interest in this new form of 


there is tremen- 


air transport, and I believe there is a real 
opportunity in the display field to capitalize 
on this natural public interest and at the 
same time do a constructive job of inform- 
ing the public about its 
present limitations and rate of development. 

In this and | 
have virtually plans for a na- 
tional itinerant helicopter exhibit. A full- 
scale helicopter, accompanied by a historical 


more accurately 


connection, my associates 


completed 


and educational graphic display, will be 
shown to the public through department 
stores in cities and towns throughout the 


country. Enthusiasm and interest in_ this 


project have been overwhelming. 

The helicopters are here. They will not 
be ready for private Owners in any signif- 
cant numbers for at least a couple of years, 
but any plans looking beyond that length ot 


] 


time should include consideration of the 


he lice ypter, 


Dohner & Lippincott, 





























WRITE OR WIRE FOR PHOTOGRAPHS AND COMPLETE DETAILS. EARLY DELIVERY 
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...on and off the record 











—The lucky gentleman with the unbeliev- 
able string of black bass is H. W. 
Rogers, who has charge of the Sherwin- 
Williams Texas District Graphic Arts and 
Display Department. Not satisfied, he 
caught a still larger bass—10% pounds 
—which won a fishing contest in East 
Texas, and why not?— 


—Meet Matt Markusich, Kallison's, San An- 
tonio, who was born in Podgora, Dalmaciya, 
Yugoslavia, where the guerillas are fighting for 
their freedom just now. Matt came to the 
United States in 1902 and entered display in 
1914. His library includes every Merchants 
Record and DISPLAY WORLD since that date. 


Hobbies: sailing and working with cement— 





—Another devotee of water sports, as the photograph 
shows, is Ralph D. Johnson, of the display department 


of J. L. Hudson Company, Detroit. Among his other 

interests is the Detroit Display Club, which he has served 

notably for many years as treasurer, secretary, publicity 
man, and so on and on— 











—Even display carpen- 
try and construction 
work is done by girl 
students at the Trap- 
hagen School of Fash- 
ion, New York City. Be- 
for a Cotton week set- 
ting are, left to right, 
Frank Murphy, designer 
and stylist for Pacific 
Mills; LaRue DeMonde, 
student; Instructor Carl 
P. Smith, of Gimbel 
Brothers; Julie Hand- 
werg and Edith De Fil- 
lipo, both students— 





supervises 


—lt is Donald Kester, display manager 
for Rothschild's, Kansas City, Mo., stand: 
ing on the steps of the Pullman, while 
Mrs. Kester and their two sons see him 
off for Oklahoma City where Don alsof 
Rothschild 


display for the 


store located in that city— 





Personal 





snapshots 


of displaymen and 


women are always welcome for this page. 





—This is Bert Levi, display director for 
the big chain of Casa Tonsa throughout 


the Argentine Republic. Levi's head- 

quarters are in Buenos Aires, where all 

Casa Tonsa displays originate. Among 

his other accomplishments, two years ago 

he walked off with the grand prize in 

the International Association of Display 
photo contest— 


store's window dressers at play. , 
manager, is identified by the white, open-neck shirt 
The photograph was made on the store roof’ — 





—Horace Taylor, of the display department of Lewis’ 
Ltd., Birmingham, England (at lower left), sends in this 
photograph with the comment: "This is a group of ov 





Mr. Acton, the disploy 
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nanager 
., stand-§ 


n, while 
see him 
lon also 


thschild 





and 
1ge. 


Lewis $ 
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display 
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ver 1500 Retailers Attend 


the FIRST ANNUAL GoUNcIL 


wo @ 5c 
go 






direction © 


of Displa 


an under y Industries 


produc 


iqation © 
; Associa 
tional 
Na during 


NEW YORK DISPLAY MARKET WEEK 


EFORE this program was selected, a joint committee of Display Directors and the National Associa- 

tion of Display Industries met to establish a purpose. It was agreed that the retail store, in order to 
successfully take its part in the conversion and post-war period, must direct all its energies towards lower- 
ing selling costs to a level that parallels the low cost of Production. More intelligent VISUAL MER- 
CHANDISING can reduce these selling and operating costs, yet imcrease turnover. 





After recognizing the greater economic significance of VISUAL MERCHANDISING, the joint com 
mittee appeared to American creative genius to give them inspiration and facts that would help the 
profession to accomplish its self-chosen objective. The specialists on this program represented the best 
thinking in their respective fields. They have given hours of their time for no other reward than the 
satisfaction that they are pioneering a new conception. 

The entire profession consisting of VISUAL MERCHANDISE MANAGERS and Manufacturers now 
expresses its great appreciation and gratitude for the gracious cooperation of the ladies and gentlemen on 
this program, for the inspiration and guidance they are giving us as we strive to prove that we can be one 
of the most productively creative forces in the entire retail structure! 


a et 























from the Chicago and 


returning 
New York Market weeks, sponsored by the 
National Association of Display Industries, 


After 


I can truthfully say that things look 
brighter, business was excellent and the lines 
were very buyable. 

Nothing of real importance developed as 
meat” was concerned until 
Thursday afternoon at 2 p.m. in New York. 
Here You could sense 
something good unfold. It’s like 
the feeling before a display 
which mind has every- 
thing is opened to the passer-by. The pro- 
gram handed to you at the door gave you 


far as the “real 
the tempo changed. 
about to 
just 
your 


you get 


you know in 


a feeling of pride that you were a member 
of this kind of a profession. 

No, it wasn't the usual I. A. D. affair with 
chairs and “I 
crowd is?” look on your face as you entered. 
On the contrary, seats were at a premium 
and display-minded people kept moving in 
until the large ballroom at the Pennsylvania 
filled. Here was something new! All 
the “cocktails” educational on the 
visual 


empty wonder where the 


was 
were 
geared for a new era in 
selling. The die-hards and the can’t-be- 
done’s in display business would never have 
late as the National 
meeting in 
men ata 


program, 


believed it. Even as 
Retail Dry \ssociation 
Cincinnati in April a 
told me 


Goods 
group ot 
with conviction, too, 
displaymen_ to 


luncheon and 
that it is impossible to get 
attend an meeting. I scoffed 
at this, of course, and only a few months 
later | have the proof to shatter this non- 
sense to bits. 

The New 


Association of 


educational 


National 
Industries is to be 
first annual Visual 

Here is a new- 


York 
Display 


group of the 


congratulated for its 

Merchandising Council. 
born baby that has all the display profession 
behind it waiting for it to 
grow bigger mother, no 
doubt. noted, promo- 
tional which include Albert 
Corporation, chairman 


watching and 


and bigger. Its 


comes trom. several 


blood 


Bliss 


strains 
Bliss, Display 
ot the 
who worked strenuously to bring this splen- 
did program to the display field. His co 
chairmen were L. J. Charrot, of the company 
of that name, and James V. MeNichol, Bulk 
ley, Dunton & Co. Others on the committee 
were Warren Gallagher, Arthur Maharam, 
Sylvia Schultz, Ira Smith and Sue Williams. 
committee for this reads 
like a book of Who's Who in 
Visual Merchandising, namely, Leigh Allen, 
R. H. Macy & Co.; Henry F. Callahan, 
Lord & Taylor; Claude Adams, Tailored 
Woman, Inc.; E. H. Ballenger, Bonwit Tel- 
ler, Inc Bender, Associated Mer- 
chandising Corporation; Irving C. Eldredge, 


publicity and program committee, 


Bliss’ advisory 
page ina 


Irene 
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R. H. Macy & Co.; Carl V. Haecker, W. 
Grant Company; Sidney Ring, Saks- 
Fifth Avenue; John Rosenberg, Abraham & 
Straus, Inc.; Louis Villela, B. Altman & 
Co., and George Wells, James McCreery & 


Company. 





Some of these talks you will be able to 
read in full in this to those of 
you who want a brief short, short story of 


issue, but 


this meeting—the greatest in display history 
I will try to oblige, if I can still read my 


Own notes. 

\lan Wells, director of publicity, Kauf- 
mann’s, Pittsburgh, and chairman of the 
Sales Promotion Division, N. R. D. G. A,, 


acted as chairman and moved the program 
His first speaker was Leigh 
H. Macy & Co., 
York. 


welcome key to 


along rapidly. 
Allen, display director, R. 
who welcomed the delegates to New 
from the 


Going quickly 


other more importance he urged 
profession to outgrow the title 
and to earn the title 


of “visual sales manager.” To do this we 


keys ot 
the display 
of “display director” 
must convince the principals in our stores 
that display is a selling weapon just as tan- 
newspaper advertising. We must 
assume the responsibility for the movement 
of goods. He asked that and con- 
trols be set,up to study display’s perform- 
ance exactly the way newspaper advertising 


gvible as 


checks 


is studied. 

He further proposed that a committee be 
set up consisting of display manufacturers 
and display managers share this con- 
viction and that a set of regulations and 
methods be drafted to make this change. 


who 


Howard Bay, scenic designer of “Carmen 
Touch of Venus” and other 
Broadway was introduced. 
He unfolded the great task it is to take an 
idea and develop it into a finished stage 


Jones,” “One 


Successes, next 


setting in a matter of a few weeks. He 
predicted greater trends in stage set-ups, 
lighting, and overhead riggings in show 


windows. He told how his designs on the 


stage get the audience in the right mood 
for the show and he believes this can be 
done more with show windows. 


“The next speaker knew how to hold his 
audience and he produced several actors 
and giant enlargements of packages to put 
over his ideas. M. C. Pollock was his name 
and he is the promotion manager for FE. I. 
DuPont de Nemours & Co., Inc. He brought 
out the importance of retail stores utilizing 
more limited forward stocks and 
concentrating on samples. One of his exam- 
with a 
certain shelf. 
It was then moved up to eve level and the 


space by 


ples was a test in a grocery store 


brand of coffee on a lower 
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sales immediately jumped 140 per 
Postwar packaging can save space, improy 
self-selection, and encourage impulse bu 


ing. 


C. B. F. Macauley, director of aeronauti 
cal research for Dohner & Lippincott—au 
thor of the best seller “The Helicopters Ar 
Coming”—held his audience like the heli- 
copter holds itself in mid-air. He 
in part: “The helicopter is capable of true 
vertical flight. It can hover stationary in 
the air like a humming bird sucking nectar 
from a flower. The helicopter is mankind's 
age-old dream of flight and it requires no 
prepared landing field with long paved run- 
ways.” Of immediate interest to display is 
the plan for a national itinerant helicopte: 
exhibit with a full-scale helicopter, accom 
panied by ahistorical and educational 
graphic display to be shown to the public 
through department stores. For further in- 
formation wire or write to Claude Adams, 
Tailored Woman, Inc., New York, who con- 
ceived this interesting, straight-up-to-the- 
sky idea. 


cent 


said 


After a seventh inning stretch which was 
enjoyed by all, Alan Wells introduced a 
panel of experts from the leading fashion 
magazines, namely, Mrs. Mary FE. Monze, 
interior decorating editor, American Home; 
Miss Ruth Nelson, assistant editor, Charm; 
Miss Esther Lyman, merchandise editor, 
Harper's Bazaar; Miss Harriet Burket, mer- 
chandise editor, House & Garden; Miss 
Frances Hughes, coordinating editor, Made- 
moiselle, and Miss Fredrika Fox, merchan- 
dise editor, Vogue. Miss Helen Faith 
Keane acted as chairman and immediately 
won her audience by saying that for perhaps 
the first time the display managers 
getting the seasonal picture as a whole in- 
stead of piece-meal from the buyers as they 
returned from the markets. Points of inter- 
est were cleverly brought out as 





were 


reported 
in the story elsewhere in this issue. 


At this point in the program Guy Malloy, 
display director for Neiman-Marcus, Dallas, 
and president of the Southern Display <As- 
sociation, was and thanked the 
manufacturers for this outstanding program 
of educational value to display and added 
that it looked like Southern hospitality at 


its best. 


introduced 


The last Samuel H. Cuff, 
general manager of DuMont Television Sta- 
tion WABD, who spoke on: “Television— 
To Use in Retail Selling.” He said in 
part: “Television is more than the addition 


speaker was 


of sight to sound. It is not static, dead 
sight, it is animation—it is life itselt. 
Through television a store does not show 


It does not 
a dummy. It 


its merchandise in flat print. 
merchandise on 
vivacious living 
demonstrates its 


show _ its 
shows it on a model. It 
illustrates it, it 
all in a matter of seconds, and to the ac- 
oral selling.” 


use, and 


companiment of persuasive 


Dashing out from this—the best display 
program I ever attended—to catch a trai 
back to South Bend, I did not have time 


personally to thank the men who made this 
possible, so I say it now. And I know, too, 
that all the hundreds and hundreds of peo- 
ple in attendance join me heartily in @ 
rousing round of applause in print. 
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omething NEW Has Been Added... . 
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TIMBERTONE OAK VENEER SQUARES 
V 
Tack them up ... or paste them ... on walls or floors . . . wherever a wood grain 
motif is wanted. Use them in contrasting colors ... or the same color . . . with the 
grain placed in alternately vertical and horizontal patterns. You'll be delighted with 
ti the GENUINE-LOOKING WOOD STRUCTURAL effect produced. These SQUARES are 
u cut from regular OAK VENEER rolls, and possess the same smartness and luxurious 
re quality that have made TIMBERTONE WOOD VENEERS internationally popular. 
li- SIX HARMONIOUSLY COMBINING COLORS 
4 No. 53 Antique White Oak No. 93 Aqua Blue Oak 
a No. 81 Antique Red Oak No. 70 Antique Silver Gray Oak 
ai No. 89 Silver Blue Oak No. 99 Antique Gold Oak 
a OAK SQUARES 
“ OR a? ME ae oa sia oS ohais aioe eed Soe ale ed tae 25c per square 
es Beesley Chia tem Rr NOUN oa is cbc we kGisc nc adic de seaueeeeaauan $3.00 per doz. 
no em MRM occas aid ais Wb ward ieee acer UME OU WOR aa Cease eon 45c per square 
n- $5.40 per doz. 
] 
lal 
lic 
n 
1S, * 
n- TWO See> e 
’ ONVENIENT . 
SIZES rs 
as PM" x 1Y 
» ir 2a e faa 
i Section of RENAISSANCE JEWELRY Co., N. Y. 
? featuring TIMBERTONE OAK VENEER SQUARES oe 
i. 
~ 100e608e6@6Ceeeeaeeaesaeedaeodee se @ s e 
T- ° 
4 Timbertone i. S 
le- Fall oa me 2 rl 
“ Creations in | R 
ith 
ly e@Gloriously Sakon ‘ame eo 
ps warm col- 
se ors . 
= e@Breath - tak- eid ea 
a ing patterns ieee 
icy — 
: e@ Realistic re- <a: 
er prod uctions Ee, . ] 
ed producible “tm, 
only by ema 
TIMBER- —. = 2 * -_ 
vi TONE. KNOTTED WHITE BIRCH CLIMBING VINE PETALTONE 
on FALL BRICK BROWN STONE & ORANGE GRASS Don’t fail to No. 01 Gray and Brown pastel No. 968 Green vines, wine-col- fs 
4S- i Orange glaze over Red No. 590 Stones of vari-colored see them at coloring, raised knots, incised ored flake leaves on ecru 
he M Wine glaze over White browns TIMBER grain. ground. 
Bowe trices s Manis. $5.25 Oise Wee chececesp cee uns $6.25 2 F Sx © $4.50 . =... ne $3.50 
am Ce ae $15.25 SA 55 lS cars cui A $16.25 TONE jobber. 3’ x 24’ : «. Sao v= 36... $9.75 . 


@ CHRISTMAS SNOWTONE @ @ @ @ CHRISTMAS DECOTONE 








ay 


un) 














me aoe? U : 
3 5) by: rig 
is sh Bis iy ete F “Re 
¢ + 3 : 
0 Cree i. 
a . 927 No. No. 924 No. 851 No. 850 es 
UU a See OR Re a cere $3.00 *=x &..... CASO) Sa V:........-:. Gee 3° x 8° eee .. $4.50 
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Christmas Custom 
_.. In Other Countries 


By EDWARD SCATHEN 


This article is presented as an aid to those who wish to portray 


Christmas customs in other lands in their holiday displays. 


This 


is the second of two installments, the first appearing in June. 


ITALY: In Italy, more is thought of 
Christmas eve than of Christmas day. Since 
December 24 is a fast day, the evening meal 
is meatless but The Christmas 
tree has not been adopted in Italy, nor the 
Nor is gift-giving prom- 
except to children and old people. 
simple and inexpensive. But 


elaborate. 


use Ol evergreens. 
nent, 
The gifts are 
on Christmas eve there is a Yule log in the 
fireplace. The children are gathered there 
blindfolded. Kach from the oldest to the 
youngest a verse to the Christ Child. 
Then the blind is removed, and each finds 
a small heap of gifts which he 
Christ Child As in 


there is 


recites 


before him 
is told the 
countries, 


brought. 


other variation of cus- 
tom in differing regions, and also in differ- 
ent families 

It is part of the that 


the nation responsible for the swastika also 


German paradox 
German schol- 
another 
century 


invented the Christmas tree. 
ars trace the tree in one form or 
to the 17th century. In the 18th 
lights were first added to it, and this fea- 
ture 19th century. 
\merican writers report that the Christmas 
tree made its debut at Paris in 1840; and 
that one year later, Queen Victoria ordered 
a tree in Windsor Castle, thereby assuring 
its polite future in England. The custom 
came to the new world and spread just as 


became common in the 


through Scandinavia, and to some 
Today you can 


certainly 
degree in other directions. 
find it in China. 

The origin of the Christmas tree is “pop- 
ascribed to Luther. When a writer 
that means there isn't 
any proof. Most of us find it hard to say, 
“I don’t know; and that is 
Washington slept in so many old houses in 
the Eastern States. Many journalists writ- 
ing about Christmas repeat popular accounts 
mentioning that they are merely 
And they fill in their lovely ac- 
counts of the jolly festival with pretty leg- 
That is why it will take you ten 
times as long as it should in this over- 
literate age to find out the facts about the 
origin of Christmas customs as exactly as 
describe them. 


ularly” 


throws in word, he 


George 


why 


without 
“popular.” 


ends. 


today’s scholarship can 


SWEDEN: The Swedish Christmas really 
begins with St. day, when in 
thrifty country households the year’s thresh- 


Lucia’s 


ing, spinning, and weaving must be finished. 
One of the daughters in the family repre- 
sents the saint herself—in real life a medie- 
val woman famous tor her generosity to the 
and serves a breakfast of coffee and 
newly baked bread and buns to the house- 
hold. She white with a_ red 
sash, and wears a crown of bilberry twigs 
and candles. In communities she 
awakens members of the family at 4 a. m. 
and gives each a hot drink such as coffee. 

It goes without saying that the Swedish 
spotlessly clean for the 
Christmas festival. Much time into 
the preparation of holiday Since 
Swedish schools stress manual training and 
needlework, the children have probably been 
making some of the gifts for Christ- 
mas eve. In all the Scandinavian countries, 
Christmas eve is a particularly grand occa- 
sion, and the Christmas tree is very widely 
It is said that you will find it in every 
home that can afford Old-fashioned 
Christmas tree candles are still very popu- 
lar, and the Swedes like to have home-made 
tree ornaments. 

But it is not only the family that enjoys 
each of the 


por ir 
dresses in 


some 


home must. be 
goes 


food. 


busy 


used. 
one. 


the boons of the season. In 
Scandinavian regions, it is usual to provide 
a sheaf of grain in the yard or outside the 
window or on a pole so that the birds may 
feast, too. And in Sweden there is a little 
household gnome who must be remembered. 
He lives in home helping 
with the sharing the worries. 
Little Tomte especially likes rice pudding 
at Christmas; and so the children place deli- 
cacies about for him in the corner on Christ- 
eve. And when asleep, 
he comes out and fills himself up, wagging 
his old head at the 
family with which he lives. 

Of course, the big attraction for the 
Christmas eve is the giving 

Waiting impatiently in an- 
cookies, at last they 
the doors are opened, 


each invisibly, 


work, and 


mas everyone is 


agreeableness of the 


youngsters on 
out of presents. 
other nibbling 
hear Christmas music; 


room 
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revealing the charming sight of the dazzling 
Christmas tree. All this is the common ex- 
perience of children and grownups wherever 
there is a twinkling tree, from Stockt 
to Stockholm. As they enter the roo: 
spellbound, they may take up the carol th; 
is being played. Then, in an atmospher 
that makes the commonest objects s¢ 
strange and wonderful, the father reads 
Christmas story, adds perhaps a few words 
of prayer. Then all sing another carol 
irom among the family’s favorites—and the 
presents are distributed slowly, with a sweet 
dignity and cheer worthy of the feeling 
behind each gift. All have verses attached, 
and they are read aloud. 

Betore dawn on Christmas morning, there 
is that trip over the powdery snow to the 
church which is filled with the gleam of 
many candles. In rural sections the trip 
made in a sleigh, with one man 
behind with a torch to light the 
In Sweden and Finland the Christmas 
plundered on Canute’s day, Janu- 

the neighborhood children, who 
pride themselves on the number of plunder- 
ings they have attended. 

NORWAY: In Norway the 
brought along and _ celebrated 
similar traditional lines. The little 
gnome is called Julenissen, praised here, 
disregarded there. In the spirit of Nordic 
winter there lingers a_ belief in 
certain riders who sweep out of 
the sky on Christmas eve, and prey upon 
lonely wanderers in the dark. But in the 
warm home, filled with fire and_ festive 
brightness, the spell of Christmas is a holy 
which such horrors cannot come. 
Here again we see Christmas as a force 
thrown against the weight of paganism, 
which aiter a thousand years still preserves 
many features—some absorbed into the fes- 
tival of the Church, others still storming 
and wheeling in the outer darkness. 


may be 
standing 
way. 
trees are 

ary 13, by 


Christmas 
season is 


along 


horrors, 
demonic 


one into 


Christmas came to the barbarians of Eu- 
rope when in the early centuries they were 
brought into the fold of the Church. It did 
not come to Norway until the 10th century, 
under the direction of King Hakon the 
Germany had received it about a 
hundred years earlier, after the Synod of 
Mainz in 813. The British Isles were made 
familiar with it in 592 with the coming of 
St. Augustine, and may have received the 
festival earlier under the Celtic church in 
Ireland. Oddly enough, we owe the bar- 
barians, as they were called, much; for in- 
cluding the pagan influences of the South, 
it is quite true that “most of the Christmas 
customs now prevailing in Europe or re- 
corded from former times, are not genuine 
Christian customs, but heathen 
which have been tolerated by 
the Church.” This is certainly no stigma 
upon the modern Christmas, but rather an 
indication of its universal vitality. 

FINLAND: The village folk in Finland 
have traditionally insisted that the house 
must be thoroughly cleaned for Christmas; 
and many a couple living in a tall-roofed 
house in the city will feel just as seriously 
about it. Having cleaned everywhere, the 
village housewife who wants to observe 
an old custom will spread clear straw over 
the floors—and perhaps the children will 

[Continued on page 51] 
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—This is a suggestion for a separate 
room for showing gift and art wares, 
antiques, glass, china and the like. 
The room is entered through an arch 
of open box-shelves, each being used 
as a displayer for one item that can 
be seen from outside the room as 





Or 
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Le 
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well as inside. Other adaptations of 

this arch treatment can be worked 

out for the store interior, or for a 
window display— 






























































—This is called a shirt screen, but the same idea can 
be carried out for the showing of almost any line of 
merchandise that can be mounted on panels. A 
screen such as this makes an excellent center unit 
in a window display, or can be used on top of center 
shelving in the shirt department. Panels are of any 
solid color; border is of paper bands; shirts are 
mounted on cardboard circles. Only a few shirts 
need be displayed in a relatively large space— 
important in these days of scarce merchandise— 
































—lIt's time to start plan- 
ning for your autumn dis- 
plays, and this one is sug- 
gested for store post deco- 
ration. The leaves are cut 
from wallboard and used 
as plaques on which to 
show almost any type of 
merchandise. The leaves 
can be kept one color, or 
in mixed autumn tints. As 
shown here, a table at the 
base of the column com- 
pletes a very good sales 
unit— 


toy 
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—While you may not need this unit right 
now, put it away in your idea file for 
the time when you will want to make a 
table display of dishes. The center dec- 
oration is cut from wallboard painted in 
the same design as the dishes on dis- 
play. The center is cutaway so if other 
designs are shown, the one featured on 
the painted decoration can be shown in 
the center. This is a complete unit that 
can be made in a size to fit on any 
table or counter— 





\ NX 





JU 


Pre 


To 
P 
“dr 
illu 
ligh 
ing 
Con 
rick 
hou 
salt 
bee! 
but 
ful, 
plat 
ligh 
S 
as 
The 
dus: 
tim 
just 
spec 
dis} 
and 
atm 
stor 
N 
ters 
sibi 
Case 
line 
mol 
pati 
will 


Not 
Of 
1 


gro’ 





coul 
and 
dice 
ing 
of t 
22n 
kno 
that 
now 


Nev 











44 


is 

















JULY, 1944 


Predicts Postwar Stores 


To Be Much Better Lighted 

Postwar shoppers will select merchandise 
“dressed up” in three times the artificial 
jHumination of recent years, a Westinghouse 
lighting specialist predicted recently. Speak- 
ing to members of the Dover Chamber of 
Commerce at a dinner meeting, A. Kilpat- 
rick, illuminating engineer for the Westing- 
house Lamp Division at Bloomfield, N. J., 
said: “Such lighting values would have 
been considered excessive before the war, 
but workers who have been enjoying cheer- 
ful, easy-on-the-eye illumination in war 
plants are going to expect more than prewar 
lighting standards when they shop. 

“Postwar lighting is already here as far 
as many of our war plants are concerned. 
The prewar average of illumination in in- 
dustry, for example, has been boosted five 
times. 

“Store lighting must provide more than 
just the illumination for merchandise in- 
spection. It should call attention to certain 
displays, it should point up interior designs, 
and it should lend a cheerful, attractive 
atmosphere tor both the customers and 
store employees.” 

New slender fluorescent tubes, three quar- 
ters of an inch thick, “offer decorative pos- 
sibilities for advertising display and show 
case lighting and will be ideal where long 
lines of continuous light are needed to har- 
monize with an architectural design,” Kail- 
patrick said. Manufacture of the thin tubes 
will begin when war conditions permit. 


Notes Increasing Use 
Of Papier Mache 

The use of papier mache in display is 
growing rapidly, reports from all over the 
country show, and illustrations in current 
and past issues of DISPLAY WORLD in 
dicate the clever use displaymen are mak- 
ing of this medium. Direct confirmation 
of the trend is made by Rip Studio, 15 East 
22nd street, New York City; the firm, well 
known for its paper sculpture work, reports 
that more than 50 per cent of its output 
now is made up of papier mache. 





New Service Announced 
For Shoe Stores 

Shenker Displays, 12 East 12th street, 
New York City, has placed on the market 
a new, specialized display service for small, 
independent shoe stores. It consists of built- 
up backgrounds, showcards, price tickets, 
iabrics, decoratives and the like, so supplied 
that installation is said to be very easy by 
even inexperienced workers 


Brenton Leaves Chicago 
For Duluth Store 

For the past fifteen years in charge oi 
display for the Logan Department Store, 
Chicago, Ed Brenton has resigned in order 
to join a firm in Duluth. 


Loock Takes Over 
At Berger's 
Following the resignation of Lester Clark, 
Louis Loock has been named display man- 
ager for L. L. Berger, Inc., Buffalo. Loock, 
ho recently received a medical discharge 
from the army, was formerly first assistant 
at the store. 
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Once again available for immediate delivery ! 


“THE CLIPPER” DELUXE 


Beauty Matched Only By Utility 


This smartly-styled skirt rack 
(and slack rack) of solid oak 
and chrome metal provides for 
a whole line display in one 
complete rack. 

Swinging skirt brackets come 
with adjustable metal clips 
which hold garments securely 
yet do not leave imprints. If 
necessary each clip can hold 
two skirts. 

Specifications: 4 feet high, 
3% feet long. 


SUN DISPLAY 
MFG. CO. 


28 Norfolk Street 
New York 2, N. Y. 
Orchard 4-1781 
Designers and Manufacturers of 
the famous Duble-Vue* line of 
racks. Look for our trade-mark. 
oO 


These racks can be seen from 





coast-to-coast at your local 
dealers. 
*Reg. U. S. Pat. Off 














For complete results of the Fifth War Loan 
National Display Contest — with photo- 
graphs of the winning displays—watch for 
the August issue of DISPLAY WORLD. 


In the mail August 15. 
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Behind the Scenes 


By HOWARD BAY 


This is an address delivered by the noted New York stage designer (‘Carmen 
Jones," "One Touch of Venus," "Little Foxes," "Brooklyn, U. S. A.,"" etc.), at the 
Visual Merchandising Council during the New York Display Market Week in June. 


WAS directed to deliver an “inspirational 
talk” on stage scenery—impossible due to 

intimacy with the subject. However, a de- 
tailing of backstage practices will allow you 
parallels. The 


to draw your own display 


primary parallel is obvious: The scenic de- 
signer is commissioned to furnish a recep- 
tive environment for the projection of the 
script—patently a selling job compounded 
of: (1) choice of locale the audience ac- 
(2) selection and em- 
phasis of locale that 
underline the play's theme; (3) composing 
conforming to 
(4) drafting 
an overall layout for a multi-scened show 
transportation port- 


cepts as inevitable; 
elements from the 
a three-dimensional layout 
the director's traffic problems ; 


ior speed in changes, 
ability, and labor economy in erection and 
handling. 

The stage hands us a ready-made solu- 
tion for your large problem of attention get 
ting. 

Production style is the province of the 
designer. The breakdown of audience re- 
sistance and the building of audience identi- 
fication with the life on the stage is first 
due to the designer's persuasiveness in 
bridging everyday experience and the new 
picture; the audience's first point of con- 
tact is the visual place, and they must ac- 
cept the inner reality and logic of that place 
before passing on to the theatrical “product.” 
Style is simply the individualized pattern 
of a single show—not the surface drawing 
stvle that becomes the trade-mark of the 
commercial artist. A theatrical producer 
doesn’t shop for a designer who specializes 
in drawing Byzantine mosaics; he assumes 
any reputable designer turns out Byzantine 
Aztec 
ornament; and our producer also assumes 
collect all the proper 
Byzantine furniture and household effects- 
on a low rental basis, naturally. 

The pivotal thing in all things theatrical 
is the complete gearing of production to a 


mosaics as easily as he turns out 


the designer will 


one show basis. In industry you are an- 
chored to certain stable factors that allow 
planning over comfortable periods of time. 
Visualize instead the hectic little journey 
of a manuscript to its premiere. (1) For a 
nominal sum a promoter leases the script; 
(2) The promoter attempts to raise the nec- 
essary funds; (3) If successful the promoter 
A staff 


of business manager, director and designer 


becomes A Broadway Producer; (4) 


are hired often on the basis of who man- 


aged, directed and designed the hit that 
opened last night; (5) In the span of two 
weeks, while the manager procures re- 
hearsal space, hires a press agent and an 
office staff, books out-of-town theatres, etc.; 
and while the director casts the actors and 
attempts to re-write the play, the designer 
(a) corrals research (b) draws rough ground 
plans and color perspective sketches for the 
producer's and director’s 0. k. (c) busies up 
a black-and-white model if the setting struc- 
ture is sufficiently complex (d) passes on to 
scaled construction and drapery drawings 
and paint sketches, (e) calls in the carpen- 
property and painting 
tractors for estimates, (f) selects a produc- 


try, drapery, con- 
tion crew of head carpenter, property man 
with the electrician 
lays out the lighting and electrical equip- 
underway and 
until ship- 
designer supervises 
the building and painting, finds drapery and 
upholstery 


and electrician, and 
ment. Rehearsals are now 
remaining 
out-of-town, the 


in the three weeks 
ping 


fabric and furniture and _ bric-a- 
brac. 
Physical production costs are not com- 
parable to those in industry due to the one 
theatre operation. The 
theatre is a petty, marginal business; and 


show economy of 


insecurity, seasonal employment, and_ the 
telescoping of schedules into overtime are 
added to normal costs—this plus the fact 
that the execution must maintain 
highly skilled and versatile craftsmen on 
call. I would like to pause and pay homage 
to the craitsmen: the building 
carpenters, the property shop, the drapery 
shops and the scenic artists who blithely 
solve new mechanical problems and create 
new techniques daily. (A hefty percentage 
of the key master painters in the film = stu- 


shops 


backstage 


dios and the display shops are trained scenic 
artists.) 
\ little self-analysis and some examples 


may add up to an answer to why stage de- 


sign is an influence, an incubator, and a 
catalyst for commercial art. 
of people don’t hurdle that imposing array 


Large bodies 


of organized inconveniences, and finally sit 
down in a seat in a legitimate theatre merely 
to see and hear actors. The very smallness 
of theatre operation encourages the close 
collective creation of a few strategic artistic 
We are apt to grandly waive aside 
this precariousness of the profession for the 


minds. 


stimulus of thinking out an experiment and 


keeping our hands on every step of the 
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execution. Relatively small investments are 
involved and some plays are produced mere- 
ly because someone likes a play and thinks 
other people might like it; so he gathers 
some sympathetic craftsmen, and they ar- 
gue and mount the play, without once look- 
ing over their shoulders at institutional] 
policy. 

Musicals represent a greater cash <¢ 
lay, so through the depression the musical 
form became frozen and safe—patterned on 
the “Music Box Revues’ —"“The Little 
Shows”—and “The Band Wagon” of prey- 
ious vears: which scenically had 
with the Urban tradition and, through 
bert Johnson, freshened up the stage wit! 
a free, Raoul Dufy—like cartoon painting. 
Only now with a flourishing musical trade 
can we expand with the richer decorative 
painting of “Oklahoma” and “The Pirates” 
—or what I choose to think of as the dra- 
matic poetry of “Carmen Jones” and_ the 
sharp, satirical vignettes of “One Touch of 
Venus.” Meanwhile, film musicals are still 
carrying on amid the animated spiral stair- 
cases, streamlined Roman baths and acres 
flooring—just like the 
“Gold Diggers.” 


broken 


ot glistening ebony 
Vitaphone 

Decor for straight plays have passed from 
a haphazard naturalism into, roughly, three 
approaches—all of them still around, inter- 
woven, and none of them necessarily con- 
Taking shape with the 
golden age, or 20's, were the highly selective 
and self-contained mood pictures—itunctional 
three-dimensional pictures—such as Miel- 
ziner’s “Winterset,” Robert Edmond Jones’ 
“Camille” and Simonson's “The Goat Song.” 

Second, a poetic hyper-realism. Unlike 
the mood pictures, the intent is through 
clarity and emotional impact to connect with 
and illuminate the actual world. Examples: 
Geddes’ “Dead End,” my “One Third of a 
Nation,’ “Brooklyn, U. S. A.” “Little 
Foxes,” “The Searching Wind.” 


scious approaches. 


Third, the tasteful decoration department 
we all must indulge in to surround those 
fluffy dramas that make up the steady fare. 
These numbers require the piling up of nice 
furnishings so that the audience would just 
love to tote home that elegant sideboard, 
along with the leading female’s gown and 
of dialogue convertible into con- 
versation. 


scraps 


A premium is put upon the imagination, 
initiative and individual talent of the tree 
lance scenic designer that spells showman- 
ship. That is really the only message tor 
today. 
signment was to lay end to end tricks liited 
from this or that show. The only result 
would be that next month an all magenta 

would turn 
up or a cute park scene from “Follow the 


My first reaction to this speech as- 


window from “Carmen Jones” 
Girls” would back up one mannequin. Our 
budget and space limitations merely differ 
from yours—there are nineteen large set- 
tings in “Winged Victory.” We only need 
break down a single producer's prejudice, 
but from here it 
away at the mossy granite of a store policy 


seems you must whittle 


in order to dramatize the product and excite 
some customers. 

No amount ot 
tions 


conferences, public I 
promotion campaigns 
triplicate, and underpaid art students c! 


ping copies ot 


executives, 


“Vogue,” can be run i 
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substitutes for a first-class artist with elbow 
room, plus execution firms with skilled per- 
sonnel and equipment. The World's Fair 
is the classic case. The unified dramatic 
splash was Designer Geddes’ “Futurama” 
with Showman Billy Rose’s “Aquacade” as 
runner-up. Most of the world of tomor- 
row was let out to old-line architects who 
went modernistic. The resulting tortured 
beaverboard, modernistic murals (also by 
academic muralists), plus monumental 
sculpture, all housed booths explaining how 
your vacuum cleaner is constructed. People 
who were bent on purchasing specific goods 
were not moved by the Fair, but the “Fu- 
turama” created public enthusiasm and con- 


fidence in General Motors’ engineering 


vision—a long-term selling job. SF : ; RE, \ 
\\\\\ 








Blackout curtains monogrammed with the \\ 
founder’s initials masking the store win- | » : N\A cory OF 
dows will not keep out the regular cus- . ass “DISPLAY 
tomers, and there is a second group which S * eS & IDEAS 
eeereers unadorned articles set upright, ! ; ~ > 5 3? : for 
ut the multitude that must be contacted > ae 3 SFP es a S> es sy? FALL” 
and swayed demand a little effort and the Ss y Z 
spending of money in a single, concentrated ; SOP? vt PP > ” aie Write your 
pattern. A store trom basement to roof, ty 307 5 3° Mezza nearest jobber 
through windows, interior layout, advertis- , > AY for your Free 
a ing, etc.—in other words its public face— ' LA a copy today! 
three should, I feel, have a production style. Not tty Lz 
nter- just a unity for identification purposes, but 4 ty JUMBO COLUMNS & PLATFORMS 
con- a positive, individualized pattern that cre- / Sig litte of the hundreds of clever display items in our new big 
athe ates a sense oi the unique and the desir- 4 a a COLOR catalog. These COLUMNS and the PLATFORM —— 
ctive able. If I place on the stage anything neu- ’ ; constructed of Wood and Masonite. COLUMNS can pedo 
F : covered in your choice of exq ly ad ‘ 
ional tral and characterless, or repeat from 4 4 ROSE or BLACK MARBLE. PLATFORM available in WHITE 
Miel- another show, I have wasted space and 4 MARBLE ONLY. 
nee? money and taken the edge off the peculiar No. C 74—74" MARBLE —- ces “Ss ro 
mg.” favor of the production. Only executive eee sa ty M50" MARBLE PLATFORM . 9.50 Ea. 
iiten inertia and a scarcity of artists perpetuate ee , (in White Marble Only) 
ough those abstract boxes that still get piled up ¥ ti a JOBBERS—A Few Choice Territories Still Available 
arith in windows and behind counters. Allowing 
ples: lor my irritating sensitivity, there must be “4 , 
war amoral to be derived from the fact that | Ty "| BETTER SELLING” 
ne didn’t enter Saks during the era of those ' 
hardwood and chrome backgrounds _ that GY ode hae a_i | 
ail seemed anchored there for eternity because a 4 5 DEseC ay coer 
rae they must have been real expensive. a . _ 
fare. There seems to be cycles in windows. at a. | j | | 
sitee lwo artists named Buckley and Riley broke : x Et, 4 
just all the rules at Bergdort’s with the exciting a, ce ae 
aie ise of properties. This became the habit | : : . 
nil except in one detail: without comparable ap «| yan ° EL jlane (0 
poem artists the effect is junky and diffused. Then CC0talihy z 


ame the plaster cupids and now the sub- way re ns P 37 NORTH 7th STREET 
merging of harmless objects in baths of a © sie PHILADELPHIA 6, PENNSYLVANIA 
ri pastel paints. . DISTRIBUTORS THROUGHOUT THE U.S. AND, 

imagine years will come and go before 
store interiors will be thoroughly, flexibly, 
ere ind dramatically styled on a par with oc- 


ifted asional windows; yet there is more and RAISED LETTERS 
esult nore demand for drama and glamour and 


rental nostalgia these days, for the “Keeping Up A DISPLAY NECESSITY 


With the Jones’” attack has lost its anti- 


septic buovancy. CORK LETTERS 
There might well be questions on certain POSTER BOARD LETTERS 
scenic effects, but I guess I have properly FELT LETTERS 


plugged the theme that the only sizeable 
lesson to be gleaned from the stage is the METTALLO BOARD LETTERS ey RIB BONS 
reliance on the designer's imagination and CORRUGATED PAPER LETTERS 4 by 
unit yi style conception to package a ; | 

; : c a Eight Styles to Ch F 
Product, rendering that product beautiful, ” he aes ue" tos" & T A F F E L 
indispensable, and unique. Send for Free Booklet 


P. S. Not that I don’t believe a large immediate Delivery | TAFFEL BROS., INC. 
tray of flat, uninspired settings reach the | FELT LETTER STUDIOS 95 Madison Ave., New York 


stage It is just that our batting average 
is higher cal when ae ring the bell. vou MANUFACTURERS i 
i 226 S. Wabash Ave. Chicago 4, Ill. @Please Mention DISPLAY WORLD When 


an hear it for awhile. Writing Advertisers 


ition, 
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Title Registered 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 
on the Fifteenth of Ever Month by 
MPANY 


Issued 


THE DISPLAY PUBLISHING 


Cincinnat r 


4 MENEFEE, Pres 
NATHAN SILVERB 
R 





OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 


4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 





6. Absolute Independence of Our Editorial 
Columns. 
Vol. XLV JULY, 1944 No. | 





Window Dressers vs. 
Visual Merchandisers 
For a guest editorial, DISPLAY WORLD 


this month quotes from the program notes 
of the Visual Merchandising Council of the 
New York Display Market Week, as con- 


taining material for real thought: 


Over thirty years ago, John Wanamaker’s 
right to employ two foreign window dressers 
whether window trimming was: a 
\rgument 


where the decision 


rested on 


profession or a_ trade reached 


the Supreme Court was 
rendered proclaiming it to be a profession 


and not a trade. 


In 1915, a 
called) window 
the old Waldorf-Astoria hotel officially as 
sumed the title “Display Manager” as the 
more appropriate dress of responsibility and 
definition of 


distinguished group of (then 


dressers, in a meeting at 


authority, and a more fitting 

what they were doing. These stout cru- 
saders, leaving the “windows” to the good 
othices of the glazier and washer, spear- 
headed a thrust into the store, converting 
shiftless aisles, slovenly shelves, and = dis 


orderly counters into areas of well-groomed 
respectability 
\ites 


an abrasive and 


twenty-nine vears of scrubbing with 
an antiseptic labeled “Dis 
play,” the body is clean, dressed and com 
pletely tied up in 
the party. It’s going to be a “selling party.” 
Phus in 1944, the 


ing takes on a new 


ribbons, ready to go to 


job we call display manag- 


significance namely 


selling. Just as the window trimmers chose 


a new name to describe an action which 


was different or greater than trimming win- 


should the managers of 


dows, so display 

today choose a new name which more 

clearly and directly defines their new action 
selling Because this selling is to be 
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done through the eye, it could be called 
visual selling—or visual merchandising. And 
those controlling this action could be called 
visual merchandisers or visual merchandise 
managers, provided they will accept a sell- 
ing obligation. 

For the past twenty-nine years, the per- 
son we now call “display manager” has tried 
to be a good housekeeper, a wise counselor, 
an able craftsman, a cautious stylist, a clever 
showman, a creative designer or even artist, 
a bookkeeper of sorts, if not an economist. 
Whether he competent or not was a 
matter of opinions, depending 
upon the whims and tastes of whoever had 
the most influence in the store at any given 
time. This judgment, while sometimes 
benevolent, sometimes dyspeptic, was rarely 


Was 


assorted 


enlightened because both management and 
the display director failed to provide a mu- 
tually acceptable yardstick to measure the 
productivity of this function we have been 
erroneously calling “display.” 

Sales of both merchandise and the charac- 
ter of the store, plus proot of sales, is a less 
debatable premise upon which to try the fit- 
ness of the visual merchandise manager. 
This proof of sales can be found if executive 
cost of the 
observe 


management will subsidize the 
permanent personnel 
and keep data relating to all visual selling 
visual merchan- 
to classify these 
observations into methods that sell and 
those that don’t. Then he will learn to dis- 
tinguish between buying habits and buying 
preferences. Then will he justify the accept- 


necessary to 


experiments, provided the 


diser will learn correctly 


ance of a new set of rules by which to re- 
ward him for his competence. Is it possible 
that his new department of visual merchan- 
dising could be transferred from a non-sell- 
selling 


ing to a division ? 





Over-All Control Of Lumber 
Established By WPB 


Over-all control of lumber was established 
June 23 by the War Production Board. This 
control affects all lumber, whole- 
sale and retail distributors, and all but the 
mills. It affects the 
for a shelf or 


users of 


smallest 
householders who use lumber 


very saw 


a bookcase or for a new porch floor as well 
as the large industrial consumers. 


Order L-335 as amended is a complete 
revision of the original order issued = in 
March, 1944. It sets up the procedures un- 


der which sawmills deliver lumber; distrib- 


utors receive and deliver lumber, and _ all 
consumers receive lumber; and it also con- 
trols, through quarterly authorizations, the 
amount of lumber that large industrial con- 
sumers may receive. These procedures will 
be used in carrying out WPB Requirements 


Committee’s program alloting lumber for the 


third quarter, 1944, to claimant agencies 
and WPB industry divisions. 

The order is effective August 1, 1944. 
Until that date consumers will continue to 


receive lumber under existing orders. 

Under 
groups according to the quantities of lum- 
ber they use and the purpose for which they 


1.-335, consumers are placed in 
1 


use it: 


person who has 


WPB 


Class I Consumers. \ 


received an authorization on Form 
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3640 is a Class I consumer. L-335 as orig- 
inally issued required that WPB Form 340 
be filed by lumber consumers who expecied 
that they would need 50,000 board feet or 
more of lumber in the second or third quir- 
ter, 1944, for all purposes except those sje- 
cifically exempted. These applicants will 
be given authorization permitting them to 
receive specified amounts of lumber in the 
third quarter. A Class I consumer is re- 
quired to file Form 3640 for 
quarters irrespective of the amount he needs, 
unless otherwise directed by WPB. Lumber 
received by Class I consumers in July, 1944 
—that is, in the third quarter but before the 
effective date of L-335—will be 
against their third quarter quotas. 


subsequent 


charged 


Any person who has not received an au- 
thorization on Form 3640, but who will need 
50,000 board feet or more of lumber in any 
quarter, must file the application form for 
authorization. Upon receiving authoriza- 
tion he becomes a Class I consumer, and 
must certify all purchase orders for lum- 
ber. 

Class II Consumers. (1) users who would 
be required to file Form 3640 except that 
they require less than 50,000 board feet ot 
lumber per quarter; (2) consumers 
need lumber for construction jobs expressly 
authorized by WPB or other Federal agency 
which authorizations for construc- 
tion. 


who 


issues 


Class II consumers need not file applica- 
tions for WPB authorization to receive lum 
ber. They must place certified and rated 
purchase orders for lumber for which they 
have been assigned preference ratings. They 
may not place certified purchase orders tor 
purposes for which no ratings 
for which they have 


lumber for 
have been assigned or 
AA-5 MRO ratings. 
All other this 
are consumers who have no ratings or who 
have only AA-5 MRO ratings. 
orders only 


consumers. In category 
These con- 


sumers place uncertified with 
distributors. The amount of lumber they 
controlled by the amount that the 


permitted to sell for 


get 1s 
distributors 
such purposes by a direction to L-335. 


will be 
Ratings. The order does not assign an) 
preference ratings. If a consumer has rating 
to get production materials for a product, 


he may continue to use that rating to get 
lumber for that product. However, an AA-5 
MRO rating for maintenance, repair or 


operating supplies may not be used to get 


lumber, and thus a person with only an 
AA-5 MRO rating places only unrated 
orders. 











COMING UP! 
First Anniversary of Italy’s Surrende! 
—July 25. 
National Aviation Day—August 19. 


Anniversary of the Founding of the 
Red Cross in 1864—August 22. 


Labor Day—September 4. 
Lafayette Day—September 6. 


Star Spangled Banner Anniversary— 
September 13. (Written 1814.) 


Constitution Day—September 17. 
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Display Equipment Contest 
ls Won By Leon King 


Syd Messer, Display Equipment Corpora- | 


tion, 147 West 37th street, New York City, | 


has announced the winners in a novel con- 
test sponsored by the firm in connection 
with New York Market Week. Prizes were 
awarded for the best suggestions for a post- 
war mannequin, with a $100 War Bond for 
first place being won by Leon King, Som- 


achs, Allentown, Pa.; a $50 Bond went to | 


W. G. Gangluff, Metropolitan Cloak Com- 
pany, Dayton, and three $25 Bonds to Rosa- 
lie Kal, Reid & Hughes, Salem, Mass.; 
Elmer Ermatinger, Ermee’s, St. Petersburg, 
Fla., and George Hartwell, L. Hammel 
Company, Mobile. 

The contest judges were Louis Villela, B. 
Altman & Co.; George Wells, Jas. McCreery 
& Co.; Syd Messer, all of New York City. 
and R. C. Kash, editor, DISPLAY WORLD. 





Announce Engagement 
Of Display Factor 

An informal announcement of the en- 
gagement of Miss Lucy Milner, New York 
City, to Alvin M. Mendle was recently 
made, with the wedding planned for the 
late summer. Mendle is president of 
American Fixture & Manufacturing Com- 
pany, St. Louis, and is very well known in 
the display field. 





Bettis To Macy's 
Parkchester Store 

As noted elsewhere in this issue, Escher 
Bettis has resigned his position as display 
manager for Davison-Paxon, Atlanta; it is 
since learned that he will take charge of 
display for the Parkchester store of R. H. 
Macy & Co., New York. 


Marshall Field's Names 
New Interior Display Head 

Peter de Guard, formerly with Lord & 
Taylor and R. H. Macy & Co., New York 
City, has been made interior display man- 
ager for Marshall Field & Co., Chicago. He 
replaces Mrs. Clara Wilson, who takes 
charge of all Marshall Field suburban store 
display; Mrs. Wilson will make her head- 
quarters at the State street store. John T. 
Moss, ie is display director for Field's. 
War Bond Winners 
At Greneker Party 

\s mentioned elsewhere in this issue, 
three $100 War Bonds were awarded as 
door prizes at the dinner-dance given by 
The Greneker Corporation, New York City, 
In connection with the Display Market 
Week in that city. The winners were Miss 
Irene Heinecke, Goldwater's, Phoenix; A. 
J. Roeder, Wm. H. Block Company, Indian- 
apolis, and R. L. Salmons, L. S. Good & Co., 
Wheeling. 


Gasque Joins 
Virginia Store 

Boyd R. Gasque has resigned as director 
of advertising and display for Baldwin's, 
Durham, N. C., to become sales promotion 
manager tor Blumberg’s Department Store, 
Portsmouth, Va. 
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THE LATEST 
ADDITION TO... 


MANNEQUINS 


The inspired touch of gifted artists 
has created this junior figure, just 
added to the Mileo Studios’ collection 
of "Mannequins that sell merchandise.” 


A complete line of Women, Men, 
Misses, Juniors and Children — boys 


and girls of every age from six months up. 











ss ‘ 
with consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
e DIAMOND DUST over-all spraying in a choice of flesh tones: new 
e SILVER FLITTER makeup styled to your individual requirements; 
e CRYSTAL BEADS 2 pth Maes cb a 
e GLASS TINSEL 2 : 
Glass Tinsel is available in Silver, Gold, MADISONIA MANIKIN REFINISHING 
Blue, Green, Red and Black 
Prices and samples furnished upon request _ eg es TORR Gare 
EMPIRE TINSEL & BALLOTINI CO. | Write for Prices and Free Copy 
1265 Broadway New York, N. Y. of “10 Tips on Manikin Care” 
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The Most — 
Precious Ee 


Gift of All! —® 


To our many old friends 


















we express our grati- 
tude for your thoughtful 
cooperation in placing 
your orders for Fall and 
Christmas Displays ear- 


lier than usual. 


This gift of extra time 
to manufacture and de- 
liver your needs will en- 
able us to serve you in 
the manner which has 
been traditional with us 


for almost 50 years. 
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Laszlo Gabor Dies 
Of Heart Attack 


one of the nation’s top dis- 
heart attack June 13 
while on a visit to New York City. For 
nearly ten years Gabor had been in charge 
of display for Kaufmann Department Stores, 
Pittsburgh. 

Gabor 


Laszlo Gabor, 
playmen, died of a 


was born in Budapest, Hungary, 
and studied in Paris, Berlin, Stockholm and 
Vienna. He served with the Austrian army 
during World War I, and 
captured by the eventually 
and was decorated for bravery. 
America in 1934, Gabor joined 
American citi- 
included de- 


was wounded 


Russians, es- 
caped, 

Coming to 
Kauimann’s and became an 


Part of his store duties 


zen. 
partment layouts, and his work for the an- 
nual “Peaks of Progress” displays was 


also served as 
interior 


painstakingly excellent. He 
an instructor in architecture 
decoration at the ( 
Technology. 


and 
arnegie Institute of 
sister in Europe 
and a nephew in the United States Army. 
A brother was killed in an automobile ac- 


Gabor is survived by a 


months ago. 


cident some 


THE DISPLAY PARADE 


NO. 62 
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Fishing Trip Won 
By Poitras 


An all-expense paid vacation trip for t 


at a Minnesota fishing camp has be 
awarded to TT. Jimmie Poitras, displ 
manager for Morley Brothers, Sagina 


Mich., for 
national display 
Sporting 


his entry in a Fisherman’s We 
contest sponsored by 1 
Dealer, St. 
a $50 War 


Goods Louis. 


Second prize, Bond, went 
Luther Harbin, Gadsden Hardware Co: 
pany, Gadsden, Ala., and a $25 Bond was 
won by Edward H. Tackney, Tool Shi 
Sporting Goods Company, Detroit. Fourt 
prize of $10 in War Stamps went to Ja 
A. Hybarger, Leonard’s Department Stor 
Fort Worth, the winner of last vear’s co 
test. 


Display Manager Named 
For Bond's, St. Louis 

Formerly with Stuckey’s, 
Greenfield's, St. Allen Bradk 
been named display manager for th 
Bond Clothing Company, St. Dav 
Estes is supervisor of display for Bond's i 
St. Louis and two Southern cities. 


Rocktord, I 
and Louis, 
has 


Louis. 





















By TONY BRINKER 














OWN WAS BEEN 
WTA PARZFELD’S 


BEING 3O YEARS 
OLD AND 15 
ALLERGIC TO 
SPORTS OF 

ALL KINDS. 
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ONE OF FAVO 
VESIGNING 


_ WOBRES. 
, BAGS AND 
Gloves — OME, vOBBIES 
INCLUDE PUCTOGRAPHY AND 
INTERIOR DECORATION... HE 
FAVORS “THE CHINESE 
INFLUENCE IN DECORATION, 


Je 


DISPLAY DIRECTOR, 
HARZFELD’S, KANSAS CITY | 


WS PRIZE POSSESSION 15 A JOUN 
FREDERICK LIZARD-SKIN “Tie ... AAS No | 
FAMILY EXCEPT A COCKER SPANIEL HE 
CALLS * cricH” 
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_, Display ) 


Be sure to put me on 


YOUR Christmas list 


.. 
LONDON DISPLAYS 





{| \s Pa 1028-1030 FORBES STREET 
24 in. Santa Unit 58 i - 
: hs : 
12 in. Star Candle $2.50 ~' @_ \ PITTSBURGH, PA 
i 4 m 
™ , 
ee PAPER SCULPTURE DISPLAY SPECIALTIES 


























coast-to-coast as one of the most complete collections of Display Merchandise 
in America. Our foresight in planning ahead and anticipating shortages 
was rewarded by a deluge of orders for which we thank one and all! And 
our customers can still count on 
Maharam to fill their orders for 
ue oe 
regular—as well as "hard-to-get / “The House of Service” 
products. | 
y a WAN ./% 
FREE CATALOG — the big Maharam FALL —_ — ae oe 
Catalog is yours for the asking. 24 pages FABRIC CORPOR Oo 2 
containing illustrations and descriptions of Complete Line of Display Fabrics & Accessories 
Flowers, Panels, Wood Displayers, Facil-Fab, NEW YORK a WEST 46th STREET 
Timbertone, Composition Pieces and many 
other items. If you haven't already received CHICAGO — 6 E. LAKE STREET 
your copy WRITE TODAY! ST. LOUIS — LOS ANGELES 


Market Week marked a new ‘high’ in our always pleasant relationship with the 
Display Trade. We greeted a record number of old and new friends. And we 


proudly showed a line that has expanded—until today it is recognized from 
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SAN ANTONIO DRIVE coveralls sprawled in the foreground to ( 


[Continued from page 16] pair the landing gear of an Air Force plane \ 


® 6 | 
e@W haa hale In each window display, Corp. Sparaga in a display which was captioned “Dress 
iff ighli for Victory.” It combined not only fashion d 


asked that one specific trend be highlighted — 10! 


and the others subordinated to it. At Wolff appeal but a glamourized version of one oi g 
& Marx Department Store, the display by the many duties which women in the corps tl 
Herman Riegel adopted choice of branch regularly perform. This display is also u 
and station in the Wac as the predominant shown. W 





focal point. In addition to a reproduction An ostentatious appeal to sheer patriotism a 
of recruiting booth and mannequins dressed was the theme of the display in Kaufman's A 
as a Wac and a Wac applicant, insignia Department Store, by Max Barteck. A giant W 
were displayed and literature arranged in hand holding a proportionately large torch 
ornamental designs. of freedom comprised the central part of th: Ci 
The window display at Hutchins Brothers pattern, as pictured, and was simply but ef- cI 
Sport Shop was designed by Percy Cockrell fectively captioned by the letters W-.A-( if 
and combined an indirect patriotic appeal Wace portraits crowned the backdrop with ce 
with choice of branch, duty and station. To the slogans, “Your Government Needs You” is 
put across the idea that duties in the Wom- and “Won't You Join Us?” beneath then in 
en's Army Corps hold fascination, Cockrell American flags on each side completed the er 
erected a mock radio ‘shack’ in his most display. ol 
prominent window, as pictured here. The Enlarged Wac photographs attached with 
display included army transmitters and re- equally mammoth pins to a scarred piece of D 
The ceivers manned by a Wac in the daytime board representing a portion of a barracks By 
a and by a mannequin at night. Its reality wall inspired the theme, “Be Uncle Sam's 
IpEat for window and store decoration, and patri- proved to be a point of great attraction to Favorite ‘Pin-Up Girl.” It was adopted by di 
se dealers. | Wives. of 8 Aied Motions te Sul thousands of passersby. — | . H. C. McWilliams, The Vogue. This was Bi 
anywhere. Send for illustrated price list today. A glamorous mannequin dressed in Wace gazed upon from both sides by a figure otf gt 


po 


U.S. and ALLIED : 

























































TRADE PERSONALITIES wo.» re 
OSCAR, 1 THINK You'Re | 
WASTING “TIME - 
SELLING 1S YOUR Wf, Bl 
and Allied flags in all sizes and te : Ci 
bBo Write today for illustrated eee In 
catalogue. 
REGALIA MFG.CO. De 
Dept. 64, Rock Island, Ill. Al 
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NEW MODELS 4 at 
| j ¥ F Osean wa Boar NG we 
# AGO TO MENTION... HE GRADUATED IW 
ELECTRICAL ENGINEERING FROM THE 
| UNIVERSITY OF MISSOURI, BUT APTER 
A YEAR AND AWALF IN ‘THAT. W Ne 
& / SWITCHED... AT WIS EMP S 
ose TO SELLING. WEIS RRED AND ls 
WAS ONE SON NAMED DAVID WHO 1S 
SIGN MACHINES \3 AND UNFORTUNATELY SHows SIGNS oF } 
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per 
NEW TYPE ! = 
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SALES MANAGER, 
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CRYSTAL FIXTURE CO., C] 
i 4 KS CHICAGO C 
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Uncle Sam and a mannequin in the new 
Wac tropical worsted uniform. 

Style alone composed the trend of the 
display at Frank Brothers, by French Fer- 
guson. Posed beneath an archway bearing 
the inscription “Fashions for °44,” a sophis- 
ticated mannequin modelled the tropical 
worsted uniform. On either side of the cre- 
ation artistic conceptions of Air Force and 
Army insignia were displayed. The effect 
was modest but timely. 

Many of these displays have been dupli- 
cated by Sparaga in other stores and other 
cities in the San Antonio recruiting district. 
In addition to these, new ideas are being 
conceived each day for window displays. It 
is expected that displays will be in ever 
increasing prominence as long as the Wom- 
en's Army Corps must appeal to the citizens 
of this nation. 





Display Meeting Held 
By A. M. C. Group 

Under the direction of John A. Rosenberg, 
display director of Abraham & Straus, 
Brooklyn, and chairman of the display 
group of the Associated Merchandising Cor- 
poration, nineteen display directors of A. 
M. C. met in New York City the last week 
in June to discuss materials, budgets, post- 
war activities, and the like. 

The group also heard addresses by Albert 
Bliss, Bliss Display Corporation, New York 
City, and Clinton Clark, Old King Cole, 
Inc., Canton, Ohio. 


Decker Takes Over 
Altman Interior Display 
Succeeding Alvin Colt, resigned, Sanborn 
Decker has taken charge of interior display 
for Altman & Co., New York City. Also 
at Altman's Miss Kasia Spilos has been 
placed in charge of second floor display; 
she was formerly with Tailored Woman. 
Stanley Johnson has replaced Miss Spilos 
at Tailored Woman; he had been with Bon- 
wit Teller. 


New Shoe Store Service 
ls Announced 

Everything neded for two display changes 
per season for both women’s and men’s 
shoes is included in a new shoe store dis- 
play service inaugurated by Display Cor- 
poration, a subsidiary of Color Print of 
Milwaukee. Displays are shipped quarterly. 


Clark Leaves 

Berger's, Buffalo 

The resignation of Lester Clark as dis- 
play manager for L. L. Berger, Inc., Buffalo, 
has been announced. His future plans are 
unknown at this time. Before joining Ber- 
ger's, Clark was with Bunis Sample Shop 
and Hengerer’s, both of Buffalo 


Birmingham Furniture Stores 

Install Bond Windows 

Through the cooperation of Birmingham 
displaymen, under the direction of Joseph 
Apolinsky, Loveman, Joseph & Loeb, ar- 
rangements were made in that city to install 
War Bond displays in windows of local 
furniture stores during the Fifth War Loan 
drive 
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White and amber Dewdrop Flexglass formed the backgrounds and display stands 


for a group of Christmas windows used by Carl Skaer, MeCurdy’s, Rochester, N 


GIVE YOUR CHRISTMAS DISPLAYS 


SPARKLING CHARM 


Try Flexglass—the glass that bends—for those special Fall and Christmas dis- 
plays and see for yourself how its sparkling beauty adds to the eye-appeal of 
your windows and interiors. . . . Flexglass is real glass in small rectangles and 
squares, permanently cemented to a stout fabric backing. Easily and quickly 
applied to any smooth, dry surface, curved or straight... . / Available in frost 
and snow patterns, and in rich colors—red, blue, gold, amethyst. and gun- 
metal. In three types: mirror. opaque, and Dewdrop. 


Flexglass and Flexwood (real wood, yet it can be wrapped around a pencil) are manufactured and marketed 
jointly by United States Plywood Corporation and The Mengel Company. 


Write for Free Color Card 


United States Plywood 
Corporation 


Flexglass Division 


103 PARK AVE. NEW YORK 17 


















NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 


Largest and Most Complete from the floor. @Perfect for use with air-gun or 


i : -coloring Draperies. @All col d black. 
Stock of Display Materials re-coloring Uraperies colors and blac 
Carried in the For complete information and sample (color 


Send for selected should be same as in present carpet, 


NORTHWEST or darker) write 
HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 





yur 





DISPLAY MATERIAL 


1417 FOORTH AVERSE . SEATTLE |, WasmencTes 
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Have What You Want 
When You Need It--in 
a DISPLAYETTE KIT 


Write or 
phone your 
nearest Dis- 
play Dealer 
about price 
ticket & card 
holders in a 
kendy, port- £ 
able kit! 












Value 
316 PIECE SET 


Kit No. 316 





“Research surveys show that when an 
item is displayed in windows, show 
cases or on counters sales jump 35% 
AND another 20% is added by price 
display!” 


Leading Display Directors recommend 
KING PINS & DISPLAYETTES as artis- 


tic, time savers for increasing sales. 


Write these new distributors today 
for descriptive literature filled with 
helpful time saving ideas: 

EAST SOUTHWEST 
Hanick’s Display Center Retailers Supply Service 


S. W. Cor. 8th & Locust Sts. P. O. Box 141 
Philadelphia, Penna. Oklahoma City, Okla. 
Windo-Craft Display Fox Display Service 
206 S. State St. 408 Dolorosa 
Syracuse, N. Y San Antonio, Texas 


Service 


MIDWES1 WEST 
Midwest Mannequin Displays ©. Barrango & Company 
32 N. Water St. 579 Market St. 
Milwaukee 2, Wis San Francisco, Calif. 
Kesl Display Service Sam B. Archer 
920 Walnut St. 3035 S. Grand Ave. 
Des Moines, lowa Los Angeles, Calif 
Fryman Display Equipment Walter W. Martin 
Keith Theatre Bldg 1646 Arapahoe St. 
Dayton 2, Ohio Denver, Colo. 


Metal ‘Displays (0. of Chicago 


Chicago, Ilinois 


30 N. La Salle Street 


DISPLAY WORLD 





Your < : 
Column 








Latest Stile WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., New York city 


Telephone Chelsea 3-834] 








145 to 151 
W. 18th St. 
New York 
Manufacturers 


of 
Wood Letters 


PONE ALT gad 


WDD LETTER 








Market Week in 


so-called 


While 
Chicago 


attending Display 
last month I had _ the 
“pleasure” of being one of the audience 
which attended the Display Quiz which had 
publicity as 
forth. 


given so much advance 


‘intellectual 


been 


being an feast” and so 


Now I am a practical displayman, an old- 
timer in the game, with a fair amount of 
intelligence. And after attending that Quiz 


program I can’t help but wonder when dis- 
playmen are going to start a joint protest 
at “educational” 
cate, but simply waste everyone's time? 
take some of the 


meetings which do not edu- 
questions asked 
board of 
better co- 


Let's 
and consider the answers by the 
experts: (Q) How can we get 
operation from store owners and department 
more with 


Displaymen 


managers so they will cooperate 
department? (A) 

strengthen themselves in their) own 
(What organizations?) (Q) 
What is the Association of 
Disp.ay doing about jobs for 
men? (A) No details are 
ent, but the I. A. D. is planning to take care 
of them in its (When did the 
I. A. D. ever have any- 


the display 
must 
organizations. 
International 
ex-service 
available at pres- 
program. 
a program, and does 
seriously that it will do 
about the 


one believe any- 


thing constructive returning Sat V=- 


ice men?) (Q) Has the display manutac- 


turer created new interior display fixtures 
to keep pace with changing store design? 
(A) Manufacturers are always working on 


(What a brilliant educational 
with informa- 
displayman tailed 


new things. 
answer that is, bubbling over 
tion!) (Q)Why has the 
to command the 


respect of his employer to 


—This is a practical installation of 'Thermopane,'' 
Used here as a field test in Hosman's Merry-Go-Round restaurant, Omaha, the windows 


about. 





JULY, 1944 


the extent that the advertising man does 
(A) Some individuals have while othe: 
haven't; it’s up to the individual. (1 thoug! 
this was supposed to be an_ informatiy 
meeting.) 

And so on and on; if anyone came aw: 
from this Quiz with a higher display I. Q 
then he must have been dumb indeed befor 
attending. This isn’t the first time the writ 
has been taken in at similar affairs, but 
is going to be the last... and that goes | 
technicolor. Can't DISPLAY WORLD 
something about this situation 
been tolerated by displaymen much too long 


which has 


Michigan. 
service now (in the Gilbert 
from display. Previous|) 


[ am in 
Islands) and far 
[ sold sportswear to specialty shops and 
department stores in the New York City 
area. I will probably go back to the sam 
would appreciate your 
myself for 


line of work, but I 
advice on how I can 
display in specialty shops in my spare tim 
I am ardently interested in this type 

work and of course am a_ subscriber to 
DISPLAY WORLD.—Pvt. Weber 


APO 240, care Postmaster, San Francisco 


prepare 


Sidney 


that a word or two ot 


National Asso 


putting 


It seems to me 
should be given the 
Display Industries for 
Market 


They beat the old-fashioned 


praise 
ciation of 
on the Display 
and New York. 
convention in my estimation, 
educational programs just the same through 
answer 


weeks in Chicago 


and we get the 


the clinics, question and sessions, 


and in just exchanging ideas with the fel- 


lows we meet. It seems to me it would 
be a good idea to continue them even after 
the war is over; they have a lot of advan- 
tages —Omaha. 

Enclosed find $3 for a renewal to my 


present subscription to DISPLAY WORLD. 
It hasn't been of too much help to me here 





the new glass product you've been hearing 


remained unfrosted in zero weather, even though coffee urns were only 5 feet from the windows. 


"Thermopane' 


many applications for stores in climates where windows frost over during winter. 
a metal-sealed dehydrated air space between glass sheets— 


"sandwiches" 





is a product of Libbey-Owens-Ford Glass Company, Toledo, and is seen as having 


The materia! 
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in the navy, but I want to keep it going 
so | won't miss a copy; | expect they will 
be of tremendous value to me after the war. 
In civilian life I always found the maga- 
zine to be very helpful in my daily display 
work. — Charles Brinckley, Camp 
Barr, 159, Davisville, R. I. 


Thomas 





You are certainly to be congratulated 
in not only keeping DISPLAY WORLD up 
to pitch, but constantly improving its make- 
up and contents. I really don't know what 
we displaymen would do without the verita- 
ble mine of ideas which fills its pages, and 
that’s no idle dream. 
get along without it. — 
British Columbia 


We simply could not 
William Parnum, 
electric 

Vancouver, B. C. 


Railway Com- 
pany, Ltd., 


Elaborate Catalogue 

Shows Arrow Line 

Decorating & Fixture Company, 
Philadelphia, has released “Display Ideas 
for Fall.” Throughout its pages are illus- 
trations and descriptions of all the 
products including “Glorified” 
“Color-Full 
“Perma- Tile” 


\rrow 


Arrow 
panels and 
streamers, Cut-Outs,” a new 
attractive wood 
“Kleer-Vue"” tables 
Many ot the products are 
shown in tull color. 


series, many 
units and a new series of 
and displayers. 


Featured throughout the book are fifty 


display ideas sketched by Louis Gehring, 
consultant. 
throughout the 


will make the catalogue available to readers 


nationally-known display 


\rrow jobbers country 


on request. 


Berkson's Appoints 
Frank Mann 


Replacing George Wilcox, who is now 


employed in a local defense plant, Frank 
Mann has been made display manager for 
Kansas City, Mo. He had been 


Wilcox’s assistant. 


Berkson’s, 


Howe Returns 
To Active Duty 
Jay Howe, Mandel 
Chicago, has returned to active 
work after a lengthy absence due to illness. 


display manager for 
Brothers 


Doran Commissioned 
In Marines 

John Doran, Advertisers Display & Ex- 
hibits Company, St. Louis, has been com- 
missioned as second lieutenant in the Marine 
Corps Reserve. He reported for a special 
training course on July 5. 


Duncan Joins Blauner's, 
Philadelphia 

Kenneth Duncan has resigned as display 
manager for the Palais Royal, Washington, 
to accept a similar position with Blauner'’s, 
Philadelphia. 


Maxwell Is Victim 
Of Freak Theft 
\fter carefully taping and breaking a 
rear window of the showrooms of Harvey 
J. Maxwell Company, Kansas City, 
entered and stole just one 


thieves 
object- a leg 
torm. The mystery was enhanced by a local 
police statement that the job bore all the 


Si¢ 


igns of a professional's touch. 
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HOUSE OF ALADDIN 
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THANKS 


A MILLION! 


Hundreds of displaymen at the 
New York and Chicago Display 


Shows gave the 


ALADDIN 


line of 


PAN-AMERICAN 
DISPLAY NOVELTIES 


their enthusiastic endorsement 
with a volume of orders that was 
very flattering to our products. 


These 


GAY, COLORFUL, 
EXOTIC, NEW 


display accessories are superb for 
the presentation of the  Pan- 
American theme, which is today’s 
most popular and exciting dis- 


play decor. 


We take this 


thanking our 


opportunity of 
many display 
friends for the grand reception 
viven our products and we shall 
he very happy also to serve those 
who did not have the opportu- 


nitv to see our exhibit. 


772 S. LOS ANGELES ST. 
LOS ANGELES 14, CALIF. 





CLAY COATED 


SHOWCARD BOARDS 


“Buy “Direct and Save 


UR LETTEHHEAD BRINGS SAMPLES AND I ICr 


F. D. GOODLANDER 


BOX 233 WABASH, IND. 











USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 





$3.00 Per Column Inch — CASH WITH ORDER 








TOMORROW'S ANIMATIONS 


War-born skills and stand- 
ards of precision will go 
into your displays when 
restrictions are lifted 
and you can again use 


FLEXC-AUFION 


GEARED MOTORS & TURNTABLES 


MERKLE-KORFF GEAR CO. 













211 N. MORGAN ST. CHICAGO,7, ILL 
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NO PRIORITIES 


IMMEDIATE SHIPMENTS 


CRYSTAL BEADS 
DIAMOND DUST 
GLASS TINSELS 


will solve your decorative problems. 
Beautiful effects can be obtained 
by applying the Diamond Dust and 
Beads over colors as they reflect the 
color they cover and add sparkling 
beauty to same. 


Glass Tinsels can be supplied in the 
following colors: SILVER, GOLD, 
RED, BLUE, GREEN and BLACK. 


Write for Samples 
* 


Edward C. Ballou Co. 


6 Varick St., New York 13, N. Y. 











DISPLAY MAPS 


ALL MAPS beautifully hand colored. 
Lettering large and visible at 10 feet. 


Limited supply only. Will ship for 
free inspection to rated firms while 
the supply lasts. 

INVASION OF EUROPE. 10 feet 
long, 5% feet high $45.00 
TARGET TOKIO. 10 feet long, 8 
feet high. Pacific Theater, including 
part of U. S., Alaska, China, Aus- 
tralia $45.00 
WORLD HISTORICAL MAP. 8 ieet 


long, 34% feet high. Seventy marked 
attachments to 


Data of 


points for streamer 
dates 


$38.00 


auxiliary show cards. 


and events included 


WILSON-SHAWVAN COMPANY 


Tivoli Building Washington, D. C. 








THAYER & CHANDLER AIRBRUSH 


e*> 


> , or ¢ . 
\ THAYER ¢ CHANDLER 
910 W.VAN BUREN ST... CHICAGOQO.ILL. 
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TELEVISION FOR DEPARTMENT 
STORES 
[Continued from page 18] 

ing that your store has a daily traffic of 
25,000, you have the equivalent of 250,000 
newspaper readers or 250,000 radio listeners 
right at the point of purchase! And that 
is really something to consider! 

What types of television will be available 
to department stores? There will be three 

. the first, and perhaps the most common, 
will be the type whereby a engages 
time on a commercial television station, just 


store 


as a store now engages time on local radio 
stations. 

The second type is where a store owns a 
television station—and many stores are con- 
sidering that very thing. How costly would 
it be? They tell me that the essential equip- 
ment for a commercial station, that is trans- 
mitter, antenna, two cameras, etc., would 
come to about $250,000. With a studio and 
some accessories it might come to $350,000. 
For that a store would be able to telecast, 
not only to receivers located throughout the 


store, but also to its customers and _ pros- 
pective customers in the comfort of their 
homes. In addition, the store would derive 


a considerable revenue from the sale of air 

There are ample precedents 
store-owned stations. Bam- 
berger'’s, for example through its station 
WOR, made its influence felt through the 
entire state of New Jersey. Its station is 
now the key station of the Mutual Broad- 
casting System. Numerous stores own their 
radio stations and will own television 


time to others. 
in radio for 


own 

stations—Bloomingdale’s and Abraham & 
Straus among them. Will there be room 
for all? In all probability, ves. A total of 


eighteen television channels will eventually 


be available in most cities. The first eigh- 
teen applicants that are found acceptable 
by the Federal Communications Commis- 


sion will be assigned channels. 
The third—and most widely 
form of retail television—is known as intra- 
store or “jeep” television. 
“Jeep” television is a system which re- 


discussed 


quires no license, inasmuch as the television 
is limited to the confines of the store. It’s 
a system which utilizes telephone lines, or 
co-axial cable as it’s known, linking up the 
output of the cameras with television screens 
located throughout the store and = display 
windows. 

By a system of “jeep” television, it be- 
comes possible for you to telecast a fashion 
show, taking place in the store’s studio, to 
receivers located in all your windows, rest- 
lounges, landings, dining 
fountain, service counters, and 
departments throughout the 


rooms, escalator 
rooms, soda 


merchandise 


store Some stores will have receivers lo- 
cated in their auditoriums, and in special 
television viewing rooms on all floors. <A 


few stores, Bloomingdale’s for example, are 
planning to lease or build theatres, in which 
the television programs will be screened. 
By a system of “jeep” television, a store 
feature fashions, housewares, kitchen- 
ware ... and scores of other hard and soft 
line items. It can hold fifteen-minute cook- 
ing demonstrations, sewing classes, interior 
decoration and numerous how-to- 
make demonstrations ... not for a small, 
limited heretofore, but for all 


can 


classes, 


audience as 
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inside tl 


within the receivers 
store and moving past the windows. 

In addition to the types of programs a 
ready mentioned, produced by the 
own staff, the store can feature local talent 
—local singers, dancers, and instrument: 
local high orchestra, the 
band, as well as the 
orchestra, in programs for the 
ment of its shoppers. The 
feature newscasts at regular hours, as \ 


range of 


store s 


ists, the school 


Masonic store’s own 
entertain- 
also 


store can 


as film featurettes. Features of this tyjx 
would help bring traffic to the store, build 
goodwill with its customers, and sell m¢ 


chandise in large quantities. 

It can show the workings of the store 
take the customer back stage into the re- 
ceiving and shipping rooms into. the 
display and advertising departments . . 
the office of the fashion coordinator . . . or 
show dozens of other interesting activities 


. into 


of the store. 

It can feature talks by the store's 
dent and other executives. It can 
well-known local, national and international 
personalities who are in town. 


presi- 


feature 


But most important, it can and will sell 
merchandise. The union of sight and sound, 
audio and video, makes a powerful medium 

. a medium which will move merchandis¢ 
homes of 

doubt, be the 


from your shelves to the your 
customers. It will, without 
most powertul tool in a store’s selling kit, 
especially if intra-store as well as regular 
television is utilized. 

But coming back to intra-store television 
for a moment. How much will it cost? Will 
it be prohibitive for the average store? The 
answer is “no.” In fact, the answer is: 
“No store can afford to be without it.” But 
getting down to concrete figures, here they 
are: the cost of a simple system, involving 
only one camera and a limited number of 
receivers probably will be about $25,000. 
More elaborate systems, providing two cam- 
eras and forty screens, will nearly 
$100,000. When this is amortized over a 
period of ten years, your capital expense 1s 
about $10,000 per year for a $100,000 system, 
which is not too bad. 


cost 


What about the cost of operations, main- 
tenance, etc? The engineers at DuMont in 
New York have figured that the cost of such 
a system, including amortization, operation 
and maintenance, will come to about 65 to 
75 cents per minute. This can be reduced 
if the store uses its own personnel to oper- 
ate the system, as announcers, masters 0! 
ceremony, models, etc. 

It is my belief that a first-class 
store television system can be operated, in- 
cluding depreciation, power, maintenance 
props, talent, and occasional film and enter- 
tainment features, for as little as $250 pe 
day. If the cost were spread over ten de- 
partments the cost is only $25 per day, or 
$150 per week per department—a very mod- 
est sum as advertising budgets go. 

So much for cost. Now, who will operat 
the system? Will it be under the jurisdic- 
tion of the advertising department, or will 1 
come under display? It will probably b 
under a television department, operating 1 
conjunction with the display and advertising 
departments, with the display manager 
charge of all props, backgrounds, and othe! 
studio requirements. For this, display man 


intra- 
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ny 
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agers will either undergo special training or 
will gain experience the hard way. 

| believe | have said enough now about 
department store television. 
I wish to caution you displaymen against 
two things. First, to give careful thought 
to the television requirements of your store 
and not to rush in helter-skelter; secondly, 


Before I close, 


to make your plans far enough in advance 
so that any future store remodeling will in- 
clude television in your blue-prints. This 
will save a lot of headaches later, and a lot 
of cost. 

If you're planning a station, it’s important 
that you get your application to the FCC 
as early as possible, as channel assignments 
will be made on the 
which the applications are 
know, the 
preferred ones. 


priority in 
And 


channels are the 


basis of 
received. 
as you lowest 
Then again, if vou have made your deci- 
either commercial 
television, it is well to place your order as 


sion for intra-store or 
soon as possible with the equipment manu- 
facturers, who will fill contracts in the 
order in which they were received. 

In conclusion, let me say that 
is not on its way it is here! As soon 
as the war is over, you will get very satis- 
factory. television 


television 


service. 
Color television is coming. Its develop- 
ment, which CBS has advanced, will prob- 
ably be perfected for commercial use within 
five years after the war's end. 

Department store networks are not tar off. 
Within a period of ten years after the war's 
end, probably much will see de- 
partment store networks in operation, occu- 
pying the daytime hours. 

“Jeep” television will be as common in de- 


less, you 


partment stores as escalators and air-condi- 
tioning—perhaps more so. Fully 500 stores 
are expected to have “jeep” television within 
a decade after 194V. 

Television is a selling tool which stores 
will find useful and essential in competing 
with chain mail order 
Old Man Depression himself. 

Television will lower selling costs, shav- 
ing at least 1 and possibly 2 per cent off 
advertising budgets. 

Television 
displayman and 


stores, houses, and 


offers a challenge to every 


sales manager. It offers 
them the opportunity 


as never before. 


to use showmanship 
It's a challenge that will 
he met in the same manner that they met 
th -in a man- 
ner that will do credit to them and to de- 
partment stores everywhere. 


e challenges of war and peace 


Leave Of Absence 
For Teal 

William Teal, of the display department 
t Tiedke’s, Toledo, and a past president 
i the International Association of Display 
Men, has taken a leave of absence because 


t illness. 


Gallagher Loses 

Race With Stork 

Arriving home from the Chicago Display 
Market week on Saturday morning, June 
4, Warren A. Gallagher, Coy, Disbrow & 
Lo, New York City, learned that he had 
missed the arrival of a son by 
lours The 


\lar 


just two 


baby has been named Ronald 
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D4406-DREAMLAND PANEL 
SIZE: 24” x 36° MOUNTED ON 
WHITE REYKOTE 36” x 48” 

‘+ DECKLED EDGE °° 
PALE BLUE BACKGROUND, 
PROCESSED SEVEN COLORS. 


EACH......$3.50 


ee ee 





J 


*SEE THEM ALL IN OUR NEW 1944 FALL AND 

CHRISTMAS DISPLAY MATERIALS CATALOG. 

* GET YOUR FREE COPY FROM YOUR DISTRIBUTOR, 
OR WRITE TO: 


THE REYBURN MANUFACTURING CO., INC. 


PHILADELPHIA 32, PA. 
1100 SO. WABASH AVE., CHICAGO 5, ILL. 8 WEST 36th ST., N. Y. 18, N. Y. 
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© WALT DISNEY PRODUCTIONS 















WOVEN-WOOD 
BACKGROUNDS 


PUT YOUR 
DOLLARS IN 
UNIFORMe 


* 


BACK UP OUR 
FIGHTING MEN 


* These flexible lightweight screens are 
ideal for window display backgrounds 
and have become very popular. Many 

B ‘ NDS e Standard colors: Natural or Walnut. 
3 feet to 10 feet high, 7 feet wide. Only 


arrangements are possible with these 

adaptable units, producing many attrac- 
* 30 cents per square foot. For example, 
a 5x7-foot panel costs only $10.50. 








tive effects. 


We also carry a complete line 

of tropical bamboo products 

such as Poles, Screens, Novel- 
ties and Matting. 


TROPILRAFT 


Calif. 


CHICAGO CARDBOARD COMPANY 
CHICAGO, ILLINOIS 
Manufacturers 


CRESCENT 
BOARDS 


535 Sutter St.. San Franeiseo 2. 
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IF YOU HAVEN’T GOT 


Motion 


what have you got? 











Highly competitive post war 
merchandising will demand 
better, more forceful displays. 
Color, size, or beauty alone 
will not be enough. 


New, low cost, eye compel- 
lling MOTION displays will 
carry the merchandising bur- 
den in the post war market. 
Displays that smile and rock, 
bounce and bubble, dance 
and sing! 





‘hl 


mye 





Before the war SpeedWay per- 
fected new, low cost methods 
of imparting life and move- 
ment to the displays of the 
nation’s leading advertisers. 


After the war SpeedWay will 
again lead the motion parade. 
Plan now to give your prod- 
uct this means of demanding 
consumer attention. Motionize 
with SpeedWay. 





SpeedWay specializes in man- 
ufacturing the heart of the 
motion display — the power 
unit. Standard units include 
small geared motors of vary- 
ing power, speed and torque; 
the Motioneer, a pendulum 
motor for producing several 
types of oscillating action; 
and a complete line of dis- 
play turntables. All are reli- 
able, economical, and non 
radio-interfering. Send for our 
latest catalog. 





Display Motion Division 


fihgg MFG. 
Strpowey CO. 


3" 1897 South 52nd Avenue, 
CICERO, ILL., U. S. A. 
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OTHAM 
SOSSIP 


By "TELLOU" 


To miss the New York Display Market 
Week was to miss the biggest event in the 
field. Much credit 
for its huge success was due to Ralph 
\dler, president of the National Association 
of Display Industries, and the wholehearted 
cooperation of his committees. A word of 


history of the display 


praise should be given to all the speakers 
and to Alan Wells, who did a splendid job 
as chairman. 

While this was the first display program 
j attempted in 
Gotham Town, it was gratifying to see the 


of its kind that was ever 


tremendous turnout not only of displaymen 
(or better still, 
directors, 


visual merchandise man- 


agers), store managers, stylists 
and many other executives who came from 
far and wide to attend this important event. 
This was your affair and the local members 
of the N. A. D. IL. send their heartfelt ap- 
preciation for the generous support you 
gave them to make it a success. 

It is understood that space will permit 
only a small list of visitors to be mentioned 
here, and this does not mean that those not 
listed have been slighted or overlooked. As 
a reminder, next time you are in New York 
don't forget to sign Gotham Gossip’s reg- 
ister. 

Following is a partial list of those who 
visited New York Display Market Week: 

Ray Bianchi, Goldblatt’s Chicago; Frank 
Mulvey, The Outlet Company, Providence ; 
H. Goldsmith, T. H. Williams Company, 
\ustin, Texas: Guy Laidlaw, J. A. 
Company, Providence; Eric Roettger, John 
(. Mae Innes Company, Worcester, Mass. ; 
T. Carter, Bon Marche, Lowell, Mass.; R. 
Elireth, Bowman Company, Harrisburg, 
Pa.; A. Ash, Ash Stores, Long Beach, Calif. ; 
W. Fitzgerald, Wolfson’s, New Brunswick, 
N. J.; Gene Supple, D. M. Read Company, 
Bridgeport; Wilfred Madore, Jay’s, Boston; 
J. C. Friedman, Sharon Store, Sharon, Pa.; 
Pat Wilson, Slattery’s, Boston; Victor Gig- 
nac, R. H. Stern Company, Boston; Mr. 
Goldstein, Kline's, Amarillo, Texas. 

Stan Sibley, Curr, 
Rochester; Carl Skaer, McCurdy’s, Roches- 
ter: Miss Stickney, Sax-Kay, Ine., Detroit: 
Mr. Jones, 
Vent, Rike-Kumler 
R. Audress, M. Philipsborn Company, Wash- 
ington; R. M. Penn-Traffic 
Company, Johnstown, Pa.; O. D. Grimes, 
Palais Washington; B. F. Stareg, 
Maver’s, Baltimore; R. FE. Moriarity, San- 
ger Brothers, Dallas: M. M. Zettle, O'Neill's. 
\kron, Ohio; R. L. Riggins, Spokane Dry 
(goods Company, Spokane; Mr. McInerney, 
Rollin's, Detroit; Mr. Block, Myer Jonasson 
Company, Altoona; Mr. Englert, MecFarlin’s, 
McCann, S. Kann’s 
Company, Washington; Del Heizer, Mabley 
& Carew, Cincinnati; W. 
ant, Inc., Baltimore. 

John Nichols, Ernst Kern Company, De- 
troit; H. McCauley, Hutzler Brothers, Bal- 
timore; Mr. Kermey, Hudson's, Detroit; J. 


Foster 


Thompson, Lindsay 


Stifel Company, Wheeling; Joe 
Company, Dayton; C. 
Montgomery, 


Roval, 


Rochester : Joe Sons 


Isaac, Lane Bry- 
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Bonnett, Hecht Brothers, Baltimore; [D.\y 
Shanks, William Hengerer Company, Bi 
alo; Harold Green, William F. Gable C 
pany, Altoona; L. L. Lambert; Carl C: 
pany, Schenectady; C. S. Tarraga, Fred 
Harvey, Inc., Cleveland; Mr. Firest: 
Julius) Garfinckel Company, Washingt 
Mr. Engel of Frear’s, Troy; Mr. Neff of 
Brooks, Inc., Washington; J. J. Hughes, 
Ik. W. Edwards & Sons, Buffalo; T. Mi 
FE. W. Edwards & Son, Syracuse; Mrs 
Weidert, E. W. Edwards & Son, Rocheste: 
H. Pettit, Angeles; Mr, 
Harzefeld’s, Kansas City; Mr. Sul- 
lurs, Loveman, Joseph, Loeb, Birmingham 


Robinson's, Los 
Smis, 
Joseph Apolinsky, Loveman, Joseph, Loeb, 
Birmingham. 

J. Paradis, Demery & Co., Detroit; E. ( 
Flock, Dey Brothers Company, Syracuse; 
Mr. Himes, Brett’s, Altoona; Miss Edger, 
Byck Brothers, Louisville; Ed Morrell, 
Wiest’s, York; W. F. Pomeroy’s, 
Reading, Pa.; Clement Keiffer, Kleinhans 
Company, Buffalo; Mr. Jasek, Edgar's, 
Brockton; S. Goins, M. M. Cohn Company, 
Little Rock; Mr. Barton, Pfeiffer Brothers, 
Little Rock; W. A. Gray, Lansburgh & 
Brother, Washington; Mr. Malehorn, Wey- 
man's, Baltimore; Mr. Crawford, Whitne) 
Company, Boston; Vince Barrett, Steigers, 
Harttord; F. Tibbets, Forbes & Wallace, 
Springfield, Mass.; C. Roberts, Cherry & 
Webb, Fall River, Mass.; Emory Sharp, L 
S. Ayres & Co., Indianapolis. 

F. S. Boyd, Coyle & Richardson, Charles- 
ton; Irene Heineke, Goldwaters, 
Stuart Broadway Department 
Store, Los Angeles; Orville MeCray, The 
May Company, Denver; Mr. Girard, Linz, 
Dallas; E. Booth, Lowenstein’s, Memphis; 
H. Henderson, Fraser's, Brockton, Mass.; 
L. A. Ware, Watt & Shand, Lancaster, Pa.; 
T. A. Solomon, A. Harris & Co., Dallas; 
Joe Chadwick, Famous-Barr Company, St 
Louis; H. Lenhoff, Hartley’s, Miami; Bud 
Rabbit, Brown Dunkin Company, Tulsa; 
W. Bradley, David Harley Company, Paw- 
tucket; Mr. Rines, The Fashion, Beaumont; 
Mr. Rice, Frost Brothers, San Antonio; Mr 
Johnson, Weinberg'’s, Chester, Pa.; Walter 
O'Hern, Elton’s, Providence; Frank Senior, 
New York Lace Store, Pawtucket; Henry 
Taylor, Gugenheimer’s, Lynchburg, Va. 

KEK. Larson, Gimbel’s, Milwaukee; Mr 
Golden, Golden's, Opelika, Ala.; J. Meyer, 
Lane Bryant, St. Louis; C. Boesch, Sharten- 
berg'’s, Pawtucket; Mr. Poirier, Lane Bry- 
ant, Inc., Chicago; Geraldine Persons, Den- 
holm & McKay Company, Worcester; Ra) 
Williams, Cohen Brothers, Jacksonville; J 
Morrell, Hearne Dry Company, 
Shreveport; Irene Bach, Yowell-Drew Com- 
pany, Orlando; Carl Williams, M. Lichten- 
stein Stores, Corpus Christi, Texas; EF. H. 
Coombs, La Biches, New Orleans; Del Le 


I 2cese, 


Phoenix; 
Raymond, 


Goods 


Sage, Harvey's, Nashville; M. Meade. 
Rice's, Norfolk; George Cote, Porteous. 
Mitchell & Braun, Portland, Me.; Robert 
Findlay, Maison-Blanche, New Orleans; 


George Allen, Castner, Knott Dry Goods 
Knoxville; P. Beckman, The 
Peerless Company, Troy; J. Green, Peerless 
Company, Pawtucket. 


Company, 


C. Schluter, Godchaux’s, New Orleans: 
J. Gagnon, Gagnon’s, Lowell, Mass.; J. P. 
Morell, Herbert's, Shreveport, La.; Ed Ur- 
hans, P. A. Meyer Stores, Erie; N. »- 
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Scott, Belk’s, Columbia, S. C.; F. Vermilyn, 
Newstadt’s, Shreveport, La.; Ray Henry, 
Belk’s, Charlotte; Tra Chambers, Ivey's, Inc., 
\sheville, N. C.; Mr. Stewart, Miller’s De- 
partment Store, Chattanooga; A. W. Malet, 
Luckey, Platt Company, Poughkeepsie; John 
Morrell, Dryer's Stores, Shreveport, La.; 
George Hartwell, L. Hammel Dry Goods 
Company, Mobile; A. J. Furian, Millers, 
Knoxville; L. L. Wilkins, Pizitz Dry Goods 
Company, Birmingham; Mr. Jones, Stefel 
Company, Wheeling; C. A. Kronitz, Stewart 
& Co., Baltimore; M. L. Black, Strauss- 
Hirshberg, Youngstown; William Arinow, 
John Shillito Company, Cincinnati; Cal 
Bruck, Sear’s, Rochester; Ralph Gollahon, 
John Shillito Company, Cincinnati. 

\. J. Roeder, William H. Block Com- 
pany, Indianapolis; Mrs. Grace Everest, 
Scruggs, Vandervoort & Barney, St. Louis; 
Eric Nordine, Lindner Coy, Cleveland; Guy 
Malloy, Neiman-Marcus Company, Dallas; 
Mr. Earle, B. Siegal & Co., Detroit; Mr. 
Grover, J. L. Hudson & Co., Detroit; Joseph 
Menassie, Joseph Horne Company, Pitts- 
burgh; Harvey Petit, J. W. Robinson Com- 
pany, Hollywood, Calif.; Howard O¢ebhler, 
Wieboldt’s, Chicago; Ed Osterland, William 
T. Taylors Sons, Cleveland; Frank Col- 
lins and Homer Richards, The May Com- 
pany, Cleveland; Ed Wussow, Sears, Chi- 
cago; John Chord, Montgomery Ward & 
Co., Chicago; H. K. Burnham, Rich's, At- 
lanta; Harry Eastham, Burdine’s, Miami; 
\ubrey Maley, Broadway-Hollywood, Holly- 
wood, Calif. 


Mother's Day Contest 
Winners Announced 

First prize, a $100 War Bond, has been 
awarded to W. Frank Collins, The May 
Company, Cleveland, for his entry in the 
national display contest sponsored by the 
Mother's Day National Committee. A $50 
Bond went to Arthur J. Harper, Edward 
Malley Company, New Haven, and_ third 
prize, a $25 Bond, was awarded to Richard 
\. Staines, Vandever Dry Goods Company, 
Tulsa. 

Honorable mention certificates went to 
\. E. Early, The Gilchrist Company, Bos- 
ton; Eugene Suppley, D. M. Read Company, 
Bridgeport, Conn., and Arthur L. Squires, 
Gebhard-Gushard Company, Decatur, Il. 


Maharam Fall Catalogue 
Being Distributed. 


The Maharam Fabric Corporation's 24 
page fall catalogue, covering many nation- 
ally known lines, is now being distributed. 

here are more than 100 illustrations and 
descriptions of flowers, panels, wood dis- 
players, “Facil-Fab,” “Timbertone,” compo- 
sition pieces and many other accessories 
included. 

Copies of this catalogue, prepared by Max 
Jacobs, Inc., can be had on request from 
Maharam jobbers or Maharam Fabric Cor- 
poration, 130 West 46th street. New York. 


Rutgers Replaces Bettis 
At Davison-Paxon 
Formerly in charge of display for the 
Parkchester store of R. H. Macy & Co., 
Oscar Rutgers is now display manager for 
Davison-Paxon Company, Atlanta. He 
takes the place of Esher W. Bettis, resigned. 
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line of window and interior decora- 


tions for 
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Chicago and New York 
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The line includes original creations in 


e PAPIER MACHE 


e DISPLAY NOVELTIES 


Seasonal Delivery on Orders Placed Now 
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¢ XMAS DECORATIONS 
¢ NOVELTY FLOWERS 
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DISPLAY MARKET WEEK 
[Continued from page 7) 
and ask for the practical distributive edu- 
cation programs that will be designed to 
meet the needs of your local group. Here 
let me emphasize that academic school 
teachers are not retained by us to tell you 
practical men something about your  busi- 
ness. That would be folly. In leu there- 
of, we appoint an advisory committee within 
the locality which helps us select a success- 
ful person from the display field, whom we 
place We then work with 
that individual on the subject matter to be 
presented and train that person in the tech- 
further cooperate 


on our payroll. 


niques of teaching, and 
the local company to make the pro- 
Through Dave Estes and 
Louis 


with 
gram a success. 
his crowd of live wires in the St. 
Display Guild of the International Associa- 
tion of Display, we expect to launch a tre- 
mendous program this fall in St. Louis. 
“In closing, permit me to leave one partic- 
a thought which we 
‘The man who 


ular thought with you 
sloganize in St. Louis thusly 
graduated yesterday, and stops learning to- 
day, is uneducated tomorrow.’ ’ 
Haecker then introduced) Mrs. Lolita 
Staines, assistant display manager of Van- 
Tulsa, who 
She traced 
in history 


dever Dry Goods Company, 
spoke on “Women in Display.” 
the activities of tamous women 
and drew a parallel with the participation 
of women in asked 
recognition of the fine job women are doing 
and concluded by saying: “We are not try- 
ing to replace you, or anything like that; 


let us work along with you—that is all we 


today's display; she 


ask.” 

The next speaker was R. C. Kash, editor, 
DISPLAY WORLD, who discussed the 
changes in display to be brought about by 
developments in retailing televi- 
sion, increased air travel, and a_ broader, 
more cosmopolitan outlook on the part of 
returning men. Pointing out the 
necessity for scientific study of display, he 
suggested that the N. A. D. I. establish a 
committee to work out a desirable line of 
display research, investigate sources qualified 


methods, 


sery ice 


to undertake such research, and secure an 


accurate idea of the cost of work involved 
so that the members of the association can 


weigh intelligently the relative merits of 
such a project against the difficulties in- 
volved. 


Members of the Southern Display Asso- 
ciation, under the direction of President Guy 
Malloy, Neiman-Marcus Company, Dallas, 
then presented blowups of post-war stream- 
line store fronts. 
an interesting dis- 
retailing and the 


This was followed by 
cussion of television in 
displaymen's part in the new medium. The 
speaker was Irwin A. Shane, director of the 
Television Workshop, New York City. 
(His complete address appears elsewhere in 
this issue.—Ed.) 

Ed Pulte, head of the retail section of the 
War Finance Committee, U. S. Treasury, 
revealed for the first time the preliminary 
details of the largest display contest of all- 
time to be held in connection with the Sixth 
War Loan campaign next November. To 
be sponsored, as for the Fifth War Loan, 
by the N. A. D. I. and DISPLAY WORLD, 


DISPLAY WORLD 


the contest will offer a total of approxi- 
mately $150,000 in War Bond prizes; it will 
be broken down into divisions for all types 
of stores, and there will be state, regional, 
and national awards. Complete details will 
be released by the sponsors later, Pulte said. 
The final speaker of the afternoon was 
Carl Haecker, whose discussion of “Toler- 
follows: 
“These are trying times. 


ance” 
These are times 
when our nerves are strained to the utmost. 
These are times when we can scarcely think 
objectively the way that we would like to. 
And these are times that we are most prone 
to be critical. 

“In our association we have had from time 
to time severe critics and fault-finders with 
the work that was being done by 
No matter how much criticism we may have 
had, it certainly has been a minority group, 
or a few individuals. 


others. 


“The men who organized this organization 


were humble, honest, conscientious men. 
Their banding 
gether was one of unselfishness. It was 
never their desire that anything but friend- 
liness and pleasant association and help to 


others would be the big idea. 


purpose in themselves to- 


“The men and women who carried on 
year aiter year this admirable work, had 
ideas. The men and 
today are carrying on have 
thought of changing the 
And I am sure that the men 
and women who volunteer, or who are 
asked to serve for us in this work in the 
future, will have no other idea except one 
of helpfulness and unselfishness. 


exactly the same 
women who 
never had any 


original plans. 


“It behooves each one of us who, too, 
must serve in some capacity, or as just mem- 
bers of the association, to unselfishly assist 
in every way that we can. 

“There will be many mistakes made. That 
is progress. There will be some of the of- 
ficers and some of the members who will 
sometimes forget that this is an unselfish 
job. 

“Those of us who are on the sidelines and 
don't know exactly what the conditions may 
be within the organization, must be tolerant. 

“We will disagree, ves—we will argue, 
ot course—we will discuss, naturally—but 
we will always be tolerant. We will al- 
ways forbear in judging. 

“If we think objectively that display is 
a business, that it is something of a means 
to an end, that it is a contribution in the job 
of economical distribution, and if we be- 
lieve that the association is organized tor a 
common good, then nothing can keep the 
organization from going ahead. 

“A few days ago I received a letter from 
Bob MacKenzie, president of the Old King 
Cole Company, in which he said: ‘I feel so 
utterly useless here on my job, even though 
the rubber companies and the army and 
navy tell us the job we are doing is vital 
and important. Thinking about those poor 
kids on the choppy Channel, or perhaps 
worse, in the Channel—doing my grim and 
grisly work makes me low and despondent. 
I only hope that we will all learn enough 
of the right and the good, and the spiritual, 


and the Golden Rule, to avoid this sort of 


thing as the race grows up.’ 
“That, ladies and gentlemen, is a lesson 
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in tolerance. That, ladies and gentleme: 
is a lesson in unselfishness, and that ladic 

and gentlemen, is a lesson of humbleness 

“In my humble opinion, there is no tin 

like the present for us, every one of us, t 
practice unselfishness and tolerance. Boys 
and girls in the armed services are sacrifi 

ing and giving their all for their count 

The officers and those men and women who 
will take on the responsibility of carrying 
on the work for you and me in the associa 
tion will have to sacrifice and give of thei 
energies, their time, ves, even their sweat 
and tears. They will assume this responsi 
bility and do for us just exactly what wi 
want them to do. They will carry on thi 
work that the beginners of this association 
started. They will continue to do what th: 
officers and the membership have done i: 
the past, and they will continue to lead us 
forward to greater heights and 
unselfishly display as a business—they will 
think of us and of their respective busi 
nesses in a way that will make display do 
a better job for the manufacturer, for th 
producer, for the jobber, for the distributor, 
for the retailer which, of necessity, reflects 
itself in economy and _ better living for the 


establish 


consumer.” 

N. A. D. L. exhibitors arranged a cocktail 
party, buffet supper, and dancing as ente1 
tainment for Wednesday evening. 

Thursday morning was given over to thx 
election of I. A. D. officers and directors 
for the coming year. Contesting for the 
presidency were Joseph Apolinsky, Love 
man, Joseph & Birmingham, and 
Dave Bond Clothing Company, St. 
Louis, and the latter was returned the win- 
appointed were: first 
vice-president, Joseph Apolinsky; second 
vice-president, Everett Quintrell, Elder & 
Johnston Company, Dayton; third vice-pres- 
ident, W. J. Keeler, T. Eaton Company, 
Winnipeg, Canada; treasurer, Richard A 
Staines, Vandever Dry Company, 
Tulsa. 


Loeb, 


Estes, 


ner. Other officers 


Goods 


Heading the board of directors is Joseph 
Bronsing; other members of the board for 
the various districts are: Walter J. Kelley, 
Delano’s, Boston; Thomas L. Ford, Straw- 
bridge & Clothier, Philadelphia; Eugene 
Turner, Zachry’s, Atlanta; C. H. Fadem, 
Lyon Tailoring Company, Cleveland; John 
A. Dubuisson, Cain-Sloan Company, Nash- 
ville; George L. Hermanson, Republic 
Stores, Chicago; Paul W. Klories, Union 
Electric Company, St. Louis; Harold Kne¢ 
land, Maurice Rothschild’s, St. Paul; G. B. 
Burkhard, Sakowitz Brothers, Houston; 
Wayne Corey, Spokane Dry Goods Com- 
pany, Spokane, and Aubrey L. Maley, Broad- 
way-Hollywood, Hollywood. 

Another educational program was given 
Thursday night, the lead-off speaker being 
B. McRonald, manager of the Chicago ot- 
Wabash Appliance Corporation 

In connection with his talk, McRonald 
gave a demonstration to illustrate lighting 


fice of 


equipment set-ups and the effects of various 
types of color lighting. 

T. “Jeff? Twentyman, advertising man- 
ager of Hart, Schaffner & Marx, told the 
displaymen never to forget that display 1s 
essentially a dramatic advertising medium, 
and that nothing pertaining to it could be 
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Ne taken for granted. “Keep it dramatic,” he 
Lic added, “for display is the greatest medium 
eS s for advertising.” 

in \  questions-and-answers session. con- 
: cluded the night’s program, with Sid Dur- 
s0VS ham, Ely & Walker, St. Louis, as master 
ifi of ceremonies. The board of experts had 


itr two divisions; the first, composed of dis- 
who playmen, was made up of John Nichols, 
ying Ernst Kern & Co., Detroit; Syl Rieser, Stix, 


‘ 
Cla Baer & Fuller, St. Louis; Lolita Staines, { SLABS—4” Wide 
hei and Ellsworth Bates. The other group, rep- { ) ‘) 
f\ 
fl ° 
\ 
\ 





veat resenting the display manufacturers, con- 


2 FT.—25 to bundle............ $2.00 


ns sisted of Trowbridge Stanley; Alvin Men- 


4 FT.—25 to bundle............ $4.00 








: : : ( 

Wi dle, president, American Fixture & Manu- / \ : 
the facturing Company, St. Louis; George Sil- ; 6 FT.—25 to bundle............ $6.00 

tol vestri, Silvestri Art Manufacturing Com- | 
thi pany, Chicago; W. L. Stensgaard, president i\ POLES—Full round ’ 
el of the Chicago and New York firm of that 

lus J name, and James Berg. | (, 10 FT. to 12 FT.—bundle of 10. .$7.50 l; 
ish Typical questions and answers: Question: 

will How can a display director accept the re- \ : | 
USI sponsibility for direct sales of merchandise ? ALL SELECT QUALITY as 
y do Answer: By keeping records of sales. \ \ 
th Question: To what extent will he accept ‘ 
utor, this responsibility? Answer: It has been PLA 1 1 
lects done in the past and will be done again . MODERN DIS YS 2 2 ¢ St., N. W. ? 
the when more help can be had. Question: How y!}. WASHINGTON, D. C. _| 


can we teach store owners and department 


























Liat managers to work more cooperatively with 
ntel the display department ? Answer : Display- Retail Dry Goods Association, served as 
men must strengthen themselves in their OWN chairman. First to speak was Leigh Allen, OUR ENTIRE LINE OF 

aie organizations. Question : Will display de- display director, R. H. Macy & Co., who 

ctors ere Se See help ” extensively welcomed the large audience. Allen said: MAN NM EQ U i N © 
— in the future as at present? Answer: Prob- “I have been put on the program to wel- 

Ove abl; -_ ; : . come you to New York. I can't offer you NOW | 
al Phe number of out-of-town displaymen the key to the city because Mr. LaGuardia, READY! 
St attending the New York Market week was having had dealings with displaymen before, 

win conservatively set at 600. knows that once a displayman gets his hand The popu- 
fives One of the features of the Eastern meet- on that key, there would be 20-foot replicas larity of our 

cond ing consisted of conducted tours through of jt in papier mache around New York high-class | 

as the display departments of several New jin no time flat, so he keeps it locked up in manne- | 
ares: York stores, and many visitors took ad- City Hall. Nor do I need to offer you such quins is 
pany vantage of the opportunity. lhe inspection 4 key because most of you are as familiar well known 
dA trips were made in groups of twenty at a with New York as those of us who are self- throughout 
pany, time. Stores and their display managers styled New Yorkers. Instead of the key to the country. 
participating were: B. Altman & Co., Louis the city, I would like to give you another In spite of 
Villela; R. H. Macy & Co., Leigh Allen ey—or perhaps a set of keys. The first key — 
- 7 y ig € key—or perhaps a set of key he first e} the tremen- 
ig de and Irving Eldredge; Jas. McCreery, Inc., js one to open to you our acquaintanceship, omen 

1 tor George Wells; Saks-Fifth Avenue, Sidney and our cooperation and our departments, dous de- 

elley, Ring; Lord & Taylor, Henry Callahan; W. and | hope it will remove any feeling you mand we 

deal T. Grant Company, Carl Haecker. might have—such as I had in making a re- have main- 

— Several of the New York display factors cent trip around the United States—that | tained our 

idem, entertained their guests with special events. would be imposing if I called on you during fine quality 

_ Miss Dorothy Williams and Ralph Adler, business hours. | If you accept the first key, and fast de- 

sublic ot Jas. B. Williams, Inc., were hosts to 350 we will be using the other keys together livery serv- 
eae people at their lovely home just outside whenever or wherever we meet. And SO, ice to our 
oath Port Chester; a large circus tent was with your permission, I will dispense with vast clien- 

GB erected on the lawn and the guests found the usual speech of welcome and take the tele 
apis ample provision for their entertainment and few minutes allotted to me and talk about | | J 

72 refreshment. e = “ firm's she the other keys. Write for Photos Today 
; anniversary, fitty ar bonds were awardec “On the inside left page of your program 

he as door prizes. you have noticed ‘he statement about the DISPLAY MANNEQUIN, Inc. 

The Greneker Corporation entertained transition from window dresser to visual 

given approximately 300 guests at a cocktail party, merchandising or, as I prefer to call it. 257 West 17th Street NEW YORK 

being dinner and dance at the Waldorf-Astoria. ‘visual selling.” It is to this point of view eee i a ae oo 

alec A cocktail party was given by Staples- that I want to welcome you and it is this MONTREAL: Modern Display Fixtures, 460 

— Smith, and a number of other display firms key that I am interested in. oS See Dh. ee. 

onald likewise entertained. “The techniques of display have come a 

shting The high spot of the New York event long distance. They have perhaps progressed 


pEiONe Was of course the Visual Merchandising further than the techniques in newspaper PEBBI E- T EX 


Council, marked by the clock-work precision or magazine advertising. But an entirely 





man- with which it was conducted and by the new dimension being added to the problem Siesta. Glow Cine and White 
d_ the calibre of the program. Alan A. Wells, is the opportunity that confronts all of us Solan swa™ Bitakochal 

lay is director of publicity for Kaufmann Depart- in the business of selling. You and I are W. C. HURLOCK 

dium, Ment Stores, Pittsburgh and chairman of the going to have to outgrow the title of ‘dis- 4105 Taylor Ave Drexel Hill, Pa. 











Sales Promotion Division of the National play director’ and earn the title of ‘visual SAMPLES ON REQUEST 














Add COLOR, SPARKLE 
and SALES APPEAL 


to your Window and other 
Displays for any kind of 
merchandise—with our 


SPARKLING ART MICAS 


Best for “eye-appeal” and more attrac- 
tive Displays and Decorations. 

ne % XK 
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tions in irregular shapes; no two alike. 
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Sparkling effect. 


METALLICS: Gold, Bronze, Silver- 
Steel. Old Silver and Brite-Silver colors. 
Packed in cartons or bags containing 
100 Ibs. each. Price $20.00 per 100 Ibs.. 
f.o.b. Austin. Texas. For 50 Ib. cartons 
or bags. price $22.50 per 100 Ibs. 

Get a supply for immediate use, and 
enter your orders NOW to insure deliv- 


ery for XMAS and later Displays. 
ORDER DIRECT FROM THIS AD- 
VERTISEMENT. 

Prompt Shipment. No Priorities. 


Southern Mineral Products Co. 


126 West 7th St. 
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sales manager. How do we do this? We 
do it through establishing in our own minds 
the unshakeable conviction that we are busi- 
ness men who specialize in the science and 
art of presenting merchandise for sale in 
such a that the contribution we make 
to our stores’ sales performance is a dem- 
In this specialized selling 


wa) 


onstrable thing. 
we employ the tools and techniques of dis- 
to an end. 


play as a means 


“Check up on concept of the job 


Do vou regard display as an end 
: : pla) 


your 
vou do. 
If you do, you have unconsciously 
the area 
business 


in itself ? 
but 
ot your 


definitely circumscribed 
contribution to the 
You have typed yourself as a dis- 
play craftsman manager 
who employs the medium of display. And 
difference. This new dimen- 
sion that we must think differently 
about, and set up differently to do, the sell- 
It requires that we con- 


very 
you 
work in. 
instead of a sales 
there is a vast 
means 


ing job involved. 
vince the principals in our stores that dis- 
weapon just as tangible 
as newspaper advertising; that it asks to as- 
sume the responsibility for the movement of 
and that checks and 
up to study its performance exactly the way 


play is a_ selling 


goods : controls be set 


newspaper advertising is studied by prog- 


ressive stores. This is a frame of mind but 
it is the key. 

the test: 
manager in your store, invited to attend con- 


“Here is \re you, the display 
ferences in which the sale of goods is under 


discussion in the capacity of a sales pro- 
moter or in the capacity of display director? 


the ask 


‘Jones, how do you propose to sell this mer- 


Does merchandise manager you- 

chandise within the store?’ or does he say— 
‘What color display cases do you think we 
Again | tre- 
To bridge this gap be- 


should have ?’ say there is a 
mendous difference. 
tween the display craftsman and the display 
salesman is our job. 

“IT would like to propose that a committee 
be set up 
turers and display managers who share this 
that this committee be in- 


structed to meet in the near future for the 


consisting of display manutac- 


conviction and 
purpose ot drawing up a specific set of reg- 
ulations and methods whereby we effect this 
transition, 
industry and all of us who 
stand on the threshold of our 
challenge—a_ challenge 
But in welcoming this 


“The display 
work in it 
important 
welcome. 


most 
which we 
new serious responsibility let us never for- 


get that we have a great contribution of 
beauty and glamour and playfulness to give 
our organizations. Let us find ways by 


which these tools and techniques of display 
will add to rather than take from 
the serious business of selling merchandise.” 

Next to speak was Howard Bay, famous 
designer of “Carmen Jones,” “One 
Touch of Venus,” and other Broadway suc- 
(His complete address appears else- 


away 


scenic 


cesses. 
where in this issue.—Ed.) 

A clever preceded a talk and 
demonstration by M. C. Pollock, promotion 
manager for the Cellophane division of F. 
I. du Pont de Nemours & Co., whose subject 
was packaging. Pollock stated that high- 
styled, high-priced merchandise will be 
packaged in the future with an eye to lower 
selling costs. He went on to 

“In a survey made by the Cellophane mar- 


pre logue 


say: 





ye a 


1944 


ket research division of du Pont, it was 
found that 00 per cent of department store 
shopping is done on impulse. Based on this 
survey, packaging engineers are designing 
the modern package to. stimulate sales 
through impulse appeal together with st\1- 
ing to create greater customer confidence, 
Sales costs can be lowered by speeding up 
the time necessary to make a sale through 
more scientific, informative labeling and 
greater visibility. The smaller unit pack- 
age is the answer to space saving and also 
the answer to greater customer convenience; 
for example, hosiery will be packaged to 
carry in a handbag. 

“Protective, transparent cellophane wrap- 
ping will not only save dollars through dust 
and moisture-proofing, but will also enhance 
the value of the lowest to the highest priced 
article. 

“Sample selling will definitely lower oper- 
ating costs, therefore, greater experimenta- 
tion should be the best 
way to achieve customer acceptance of this 
low cost method of selling.” 

“The Helicopters Coming” was. the 
title of an address by C. B. F. Macauley, 
director of aeronautical research for Dohner 
& Lippincott and author of a best-seller on 
helicopters. (This talk likewise appears in 
this DISPLAY WORLD.—Ed.) 

A very informative 
discussion of fall fashions 
under the direction and chairmanship of 
Miss Helen Faith Keane, fashion authority. 
Participating were Miss Fredericka 
Miss Esther Lyman, Harper's Ba- 
zaar; Miss Alice Hughes, Mademoiselle, 
and Miss Ruth Nelson, Charm. In opening 
the discussion, Miss Keane commented: 


made to discover 


are 


issue of 
interesting and pre- 


VIEW followed, 


Fox, 
Vogue; 


“It has been our experience that rarely 
does a display director take part in = mak- 
ing store promotion plans. He gets pieces 
of the plan handed to him after the higher- 
ups have OK'd them 
It is our opinion that when 
you are working with a person of imagina- 
tion and creative ability, it 1s much wiset 
to make him a part of the broad seasonal 
He is bound to interpret and exe- 
cute work more originality and 
more selling punch than if he gets it in dribs 
and drabs. That is why we are glad to be 
here and to give you display directors a 
highlight preview of those fall fashions with 


and of course al- 
Ways in a rush. 


picture. 


his with 


which you will be doing a visual selling 
job.” 
Summed up, the concensus of opinion 


among the experts indicated the following 
milliners’ hats instead of tid- 
look to the entire cos- 
“deep-headed” look; 
large shapes 


Hats—real 
bits, giving a new 
tume ; have a 
definite silhouettes and 
Coats—more diversity of style than in the 
past five years; a bumper crop of  three- 
quarter length coats at all price levels; 4 
new full-length coat, fitted and with dress- 
elaboratel 


many 


like details; daytime coats 

furred for sophisticates. . .. Suits—the man- 
tailored is out; the dressmaker is in; new 
combinations of dress-up accents — with 


details—peplums 
round cardigan 


feminine 
high 


sports fabrics: 
Peter Pan 
necklines, 


collars, 
new soft sleeves. 
skirts play variations on the slim 
shoulders cut and designed with a 
rounded look; long torso is tops with jun 


Dresses- 
theme 
new 
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iors; return of the long dinner dress. 

Colors—a season of all rampant— 
colors will make up about 75 per cent of 
black still remains single 
choice—about 25 per cent; gray a feature— 
all-gray costumes good from high fashion 
through volume. ... - \ccessories—the meagre 
looking silhouette invites accessories; jewel- 
ry to be dramatic and look genuine; belts to 
be dramatic—scarves add color to both coats 
and dresses—colortul 


colors 


sales ; biggest 


fabric gloves. 

Following the fashion presentation a short 
talk was given by Guy Malloy, display di- 
rector for Neiman-Marcus, Dallas and 
president of the Southern Display Associa- 
tion, to voice the appreciation of visiting 
displaymen. He said: 

“When the New York men invited us to 
visit them in their departments, they did 
more to cement a healthy relationship of 
mutual understanding than any 
can pull out of ‘formal responses of appre- 
ciation’ by Emily Post. When Mr. Allen 
mentioned earlier that he was reluctant to 
meet us on our own home ground because 
he felt he might be upon us, | 
realized that we’re not always the strangers. 

“The New York have made us 
at home as never before. And 
easy, because when we come to New 
we're on 
and we're 


words we 


imposing 


feel 
this is not 
York 
store we're in a hurry 
critical—both understandable 
traits of anyone spending his store's time 
and money. 

“At home, we're different. And when you 
men from New York come to our cities, we 
want to meet and know you. It 
now. Your generous interest in us 
has gone a long way to establishing the fra- 
ternity in the profession that we have all 
longed for. 


men 


business ; 


will be 
easier 


“This ‘show, as planned and produced by 
a joint committee of New York display di- 
rectors and members of the N. A. D. [. will 
he remembered for a long time for its cre- 
ative spirit and the new conception it has 
pioneered.” 


DISPLAY WORLD 


Malloy paid tribute to each person taking 
part in the clinic and concluded by saying: 
“And last, but not least, we thank the N. A. 
D. I. and its committees which made 
this ‘show’ possible. We thank you for its 
dignity and for its high style. We lke the 
name ‘Visual Merchandise Council. We're 
glad that you call it ‘First Annual’ because 
that means that it will be one of many more 
Good luck to you all and thanks 
for everything.” 


The 


have 


to come. 


made by 
Samuel H. general manager of Du- 
Mont WABD, New York 
City, who spoke on “Television . .. to Use 
in Retail Selling.” 
ot the mechanical 
Cuff 
retail 
“dynamic 
objectives. 


concluding address 
Cuff, 
television 


was 
station 
After describing some 
problems of television, 


various ways in which 
adapt this form of 
their publicity 


He concluded by showing com- 


discussed the 


stores can new 


selling” to own 
parisons between photographs of actual ob- 
jects and photographs of the same objects 
as televised. 
Members of the advisory committee of 
New York displaymen assisting the local 


N. A Ee E Visual 


Merchandising Council were as follows: co- 


in preparations for the 


chairmen, Leigh Allen and Henry Callahan; 


Claude Adams, Tailored Woman, Ince.; FE. 
H. Ballenger, Bonwit Teller, Inc.; Miss 
Irene Bender, Associated Merchandising 
Corporation; Irving C. Eldredge; Carl V. 
Haecker; Sidney Ring; John Rosenberg, 


Abraham & Straus, Inc.; Louis Villela, and 


George Wells. 
For the N. A: BD. EL, 


ments were worked out by Ralph A. Meyer 
and Messer; the hotel 
was composed of Sylvan Freund, chairman; 
Messer, Nat Siegel, and Carl 
O'Keefe; and on the committee for publicity 
and program: Albert chairman, as- 
sisted by L. J. Charrot, James V. McNichol, 
Warren Gallagher, Arthur Maharam, Sylvia 
Schultz, Ira Smith, Sue Williams. 


ballroom arrange- 


George committee 


Sidney 


Bliss, 


and 


alph W. Adler Reelected 
To N.A.D.I. Presidency 


National 
Display Industries was 

held at Chicago, June 17 and 18, at the 
Hotel There excellent 
attendance, with the following being pres- 
ent: Charles Waldman, Standard Fixture, 
Inc. Dallas: George Silvestri, Silvestri Art 


meeting of the 
Association of 


HE annual 


Morrison. was an 


Mfe Company, Chicago; Ralph W. Adler, 
Jas. BR. Williams, Inc.. New York: Karl 
Roth, Gardner Displays Company,  Pitts- 
burgh; Phil Goldberg, Schack’s, Inc., Chi- 


cago; Fred Blondell, House of Aladdin, Los 
\ngeles; Joseph I. Adler, Adler-Jones Com- 
Chicago: L..}.. Chasrrot, L.. J. 
Company, New York; B. A. 
Jacobs-E. H. Wells, Angeles ; 
Lee, Crystal Fixture Company, Chicago; 
Clinton B. Clark, Old King Cole, Inc., Can- 
ton; Earl W. Gasthoff, Earl W. Gasthoff 
Lompany, Danville, Ill.; W. L. Stensgaard, 
W. Stensgaard & Associates, Inc., Chi- 
ago; Phil Breakstone, 


pany Charrot 
Jac bs, B. A. 


Los Oscar 


Maharam_ Fabric 


New York: I. T. Vierheller, 


Corporation, 


Garrison-Wagner Company, St. Louis; Max 
M. Maver, Greneker Corporation, New 
York; Alvin M. Mendle, American Fixture 
& Mfg. Company, St. Louis; Warren M. 
Gallagher, Coy, Disbrow & Co., New York; 


Frank Dubin, A. Lutz Company, New York; 
K. Freund, Decorative Plant Company, New 
York; Howard Harter, Royal Paper Cor- 
poration, New York; W. M. Zeppen-field, 
W. M. Zeppen-field Studios, Hollywood; 
Dave Starkman, Starkman_ Displays, 
Angeles; J. A. Hardigan, Sherman Paper 
Products Corporation, Newton Upper Falls, 
Massachusetts. 

President Adler, in calling the 
order, expressed 


Los 


meeting to 
deep appreciation for the 
cooperation of the members in making pos- 
sible the growth of the 
which already has become a 
display. He mentioned as 
[Continued on page 51) 


fine association 
force in 


par- 


great 


advancing 
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(Trade Mark Reg. U. S. Pat. Off.) 


PRODUCTS 
GIVE THAT 
ADDED ACCENT 


In colors that cateh customer attention. 
Your window floors look different when 
your displays are set off with either 
Wood Flakes. Kubes. Chips, Shredded 
Fibre, Stones, Sand, Cork, Tan Bark. 
Tinsel. Pearl Chips, Sea Shells. ete. 
Latest Fall and Xmas numbers. 

Made in all rich, standard colors and in 
combination of colors. Good for open 
areas around tree trunks, posts, odd 
spaces. Leading stores have used KEW- 


BEE-KUT PRODUCTS for years. 


Inexpensive and most sensational way 
of solving your floor problem. Can be 
reused many times. 


NO PRIORITIES NEEDED 
SHIPMENTS—SEND FOR 
AND FREE SAMPLES. 
# 
* 
National Sawdust Co., Inc. 
Display Dept. 
65 N. 6th St. Brooklyn, N. Y. 


FFECT OF LEATHER 


.. » Price of Paper 


WITH 


PROMPT 
CATALOG 


















A CLOPAY 
PRODUCT 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What’s more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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SALESMEN WANTED 


Leading manufacturer and 
designer of paper sculpture 
and papier mache display 
novelties with best reputa- 
tion throughout the country 
has openings for top sales- 
men for all territories. State 


all details in first letter. 


Address “‘S. S.”’ 
Care DISPLAY WORLD 


EXPERIENCED DISPLAY- 
MAN WANTED 


For popular-priced ready-to-wear store. 
Must be cardwriter. If your present job 
is holding you back, this is your oppor- 
tunity to carry out your ideas. Good 
pay, good working conditions. Southern 
Indiana. 


Address “‘H. I.” 


Care DISPLAY WORLD 


DISPLAYMAN WANTED 


Excellent opportunity for experienced windoy 
and card man in aggressive department stor: 
If you are the right man and can handle com 
plete window and interior job, apply at once 


Write “G. A.” 
Care DISPLAY WORLD 











WANTED 
Experienced displayman for men’s, boys, a1 
women’s ready-to-wear. Good opportunity f 


man who is capable of handling all details ot 
display and advertising. State age, salary, ex 
perience, ctc., in first letter. Apply 
SESSEL’S 
Alton, Illinois 








WINDOW DISPLAYMAN 
WANTED 


Leading Main Street women's wear spe- 
cialty store, Houston, Texas, has imme- 
diate opening for top flight displayman, 
capable of doing high-grade Fifth Ave- 
nue type of displays. An unexcelled op- 
portunity for the right man. Applications 
held confidential. 


Address “*T. H.”’ 


Care DISPLAY WORLD 


WANTED 
Experienced window trimmer and show 
card writer. Will pay interesting salary 
Write— 
GRABER’S STORES 
Paragould, Arkansas 











POSITION WANTED 


Ambitious, studious, neat, 22, 4-F; desires dis 
play-decorating position with postwar future 
Prefer department store or better furniture 
store. Free to travel. 


Address “J. B.” 
Care DISPLAY WORLD 








WINDOW TRIMMER 


Famous Fifth Avenue specialty store re- 
quires a topnotcher for its men’s apparel 
windows. Should be thoroughly famil- 
iar with best practice in the finest stores 

with a real flair for fashion promotion, 
and full knowledge of internal display. 
Give complete details including age, drait 
status, and salary wanted, in first letter. 


Address “‘P. D.” 


Care DISPLAY WORLD 


WANTED 
Display Manager 


With qualified background, to 
take care of windows in a high- 
grade men’s, boys’ and women’s 
wear store. 


LEVY BROTHERS 
Louisville, Ky. 





DISPLAYMAN OF LONG EXPERIENCE 


Wants job as assistant to busy owner of small 
dept. store. Will trim windows, make show 
cards, write the advertising and do any other 
promotional or directive work essential to sound 
merchandising. Married and draft exempt. 


Address “H. J.” 


Care DISPLAY WORL D 











WANTED—DISPLAY MANAGER 


Riding, military and sportswear store has open 
ing for experienced window and card man 
Must be able to handle complete details of win 
dow and interior display. State qualifications 
and salary desired. 


PETERS SPORT CENTER 


1228 Griswold Detroit 26 








POSITION WANTED 


For a young woman offering these quali- 
fications: (1) Four and one-half years 
department store experience, two as as- 
sistant display manager; (2) four years 
art training, specializing in advertising 
art: (3) knowledge of industrial drafting 
and design—one and one-half years’ ex- 
perience; (4) appreciation of problems of 
merchandising and sales promotion. 


Address inquiries to “E. T.” 


Care DISPLAY WORLD 


FOR RESALE 


Five patriotic displays vividly portraying 
invasion scenes in three dimension cut- 
out figures made by Bliss Display for 
windows approximately 12 ft. long by 8 
it. deep and 10 ft. high. These can be used 
for any bond window. Original cost of 
all five is $800; will sell for $400. Photos 
may be had on request. Write 


THOMAS DEAN, Disp. Megr., 
SMITH & WELTON, Inc. 
Norfolk 10, Va. 





WANTED 
Combination Display and Advertising Man 


who can write show cards, trim windows, make 
backgrounds, and has some ad writing exper! 
ence. Write details of experience and_ salary 
expected to 
BRODY BROS. DEPARTMENT STORE 
Indiana, Pa. 











ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 2666 Chicago 











CAPABLE DISPLAY MAN. 
AGER WANTED 


requires immediately the services of a 
qualified displayman to take full charge 
of display for three Attractive 
salary and working conditions. Apply 
at once to 


R. E. ARONHEIM 
HADLEY FURNITURE CO. 
Springfield, Mass. 


stores. 





Progressive New England furniture store 








WANTED 
Used Mechanical Circus 
Display Pieces 


Clowns, animals and other pieces suit- 
able for Christmas circus displays. Please 
submit photographs, full description and 


best possible price. 


Address “‘N. F.” 


re DISPLAY WORLD 


CORRESPONDENCE INSTRUCTION-—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country !0 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Ill. 














Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 

WILL H. BATES, Box 101, Ellsworth, Ill. 


— 
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ADLER REELECTED 


[Continued from page 49] 


ticular highlights the N. A. D. Ll. advertising 
program in the trade press and the sponsor- 
ship of the Fifth War Loan window display 
contest; through these activities forceful 
attention has been directed to the power 
of window display as an essential advertis- 
ing and selling medium worthy of an ever 
increasing portion of the sales promotion 
dollar. Further evidence of the association's 
prestige is to be found, he said, in the 
membership growth; in this connection he 
announced the election to memberhip of the 
following concerns: Starkman Displays, Los 
Angeles; General Display Corporation, Cin- 
cinnati; Facil Fabrics Company, New York; 
Arrow Decorating & Fixture Company, 
Philadelphia; Allied Display Materials, Inc., 
New York; Carrata Company, Los Angeles; 
Display Products Company, St. Louis; Eve 
Brueser Studios, Inc., New York; Reyburn 
Mfg. Company, Philadelphia; Al Halverson, 
Inc., Los Angeles. Adler commented that 
every consideration had been given to the 
entire membership in making possible their 
participation in the Chicago and New York 
Display Market weeks about to be held. He 
asked for the continued interest and co- 
operation of the membership to insure the 
further growth of the association in num- 
bers and in accomplishments. 

By a unanimous action the present officers 
reelected for another term, with the 
addition of a third vice-president. The offi- 
cers named are: president, Ralph W. Adler; 
first vice-president, Karl Roth; second vice- 
president, E. Freund; third vice-president, 
B. A. Jacobs; secretary, George Silvestri: 
treasurer, Joseph Adler. 

The following directors 
Trowbridge H. Stanley, L. A. Darling Com- 
pany, Bronson, Mich.; W. L. Stensgaard; 
L. J. Charrot; Charles Waldman; 
Silvestri; Ralph W. Adler, and Earl W. 
Gasthoff. These together with two hold- 
over members, Albert Bliss, Bliss Dispiay 
Corporation, New York City, and Joseph I. 
Adler, constitute the board of directors. 

Particular comment was made on the win- 
ning of the Army and Navy “E” by the L. A. 
Darling Company, which is a credit to the 
industry. 

The sympathy of the association was ex- 
Pressed in connection with the recent death 
of Harold C. Wane, of the Sherman Paper 
Products Corporation. 

The desirability of a code of ethics for 
the guidance of the industry was fully dis 
cussed and the matter piaced in the hanas 
of the following committee: George Silves- 
tri, chairman; L. J. Charrot, 
Earl W. Gasthoff, Karl Roth 
Jacobs. 

The matter of market fully 
yliscussed and in view of the difficult trans- 
portation conditions, and the attitude of the 
Office of Defense Transportation toward 
such events, it was decided not to hold a 
spring market week for 1945. Further action 
in regard to subsequent market weeks was 
Postponed. 

Nate Silverblatt, manager of DISPLAY 
WORLD, reported on the Fifth War Loan 
national window display contest and dis- 
cussed the widespread publicity given this 
event in official U. S. Treasury releases, bul- 


were 


were named: 


George 


Oscar Lee, 


and B. A. 


weeks was 
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letins, and in trade papers. The N. A. D. L. 
thereby received added prestige and display 
as an advertising and selling medium was 
given recognition which could not otherwise 
be obtained, he stated; adding that the in- 
fluence of the contest in obtaining a much 
greater window showing for the Bond drive 
is already evident and contest entries are 
being received in satisfactory numbers. He 
further presented a greatly expanded plan 
for a similar contest for the Sixth War 
Loan, prepared by Charles W. 
of the War Advertising Council, and this 
matter was placed in the hands of a spe- 
cial committee for immediate study and ac- 
tion. The committee is made up of Clinton 
B. Clark, chairman; Trowbridge H. Stanley, 
I. T. Vierheller, Albert Bliss, W. L. Stens- 
gaard and Nate Silverblatt. 

A report of the publicity committee from 
Trowbridge H. Stanley was read, in which 
he recited the effectiveness of the N. A. D. I. 
advertising program and recommended its 
continuance and expansion. An assessment 
of $50 per member authorized, to be 
devoted to this 
year, with the recommendation that the pro- 
gram be extended. <A thanks 
given Stanley for his fine work. 

After a thorough discussion ot 
many current display including 
governmental relations and postwar plans, 
the meeting adjourned with the feeling that 
another milestone in the history of the 
N. A. D. I. had been reached with a record 
of real accomplishment. 


was 
purpose for the ensuing 


vote of was 


general 
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CHRISTMAS CUSTOMS IN 
OTHER COUNTRIES 
[Continued from page 28] 


sleep there Christmas eve, in memory of 
that night in the manger. 
Christmas eve will be 
modest meal—in some places preceded by a 
traditional bath, a little birching to stimulate 
the skin, and a roll in the snow—everything 
considered, you and I would probably con- 
sider it a pretty big meal, at that. 
Since evergreens are symbols of mourn- 


mustered in by a 


ing, they are not used as Christmas decora- 
tions. But the houses are made bright with 
and window has its candle. 
Many people stay up all night, since this is 
the easiest way to be ready for the 6 a. m. 
church service. 

The church, filled 
and since the night has been a hard one for 
the sturdy men, many suppress yawns dur- 
A man prowls in the aisles 
awake. After 
to their sleighs and 
hard-packed 


fires, every 


too, is with candles, 


ing the service. 
to see that 
the service, all hurry 
along the 


everyone stays 


race home roads, 
over the frozen lakes. 

DENMARK: In Denmark, the weeks be- 
fore Christmas are heavily engaged in the 
production of cookies —a work demanding 
patience and space. It is the custom of the 
country, travelers relate, that everyone com- 
ing into the house during the festive season 


must have his glass of wine and some 
cookies. 
One New Year's eve custom deserves 


mention. The Danes frequently save up their 
broken crockery to break against their best 
friend’s door on that night. The man who 
has the most to 

town's 


the follow ing 
citizen. 


sweep away 


day is the best-loved 


Alexander 
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@ Eye-appealing coolness — that’s your 
chief ambition in warm-weather display 
ideas. Here’s a ready answer: Eaton 
Grass Mats are crisp and fresh looking 
—ideal for practically all types of sum- 
mer merchandise. Rich green color, 
velvety smooth. Fire-resistant; mildew- 
proofed to prevent discoloration. Can 
be re-used many times. Ask your display 
jobber—or write: 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 








SAVE TIME! SAVE LABOR! 


USE THESE 
SIZE DIVIDERS 


To Make Selling Quicker, Easier 


‘ alee 


16 














EVERY STORE NEEDS THEM 


Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 234° diameter. White pressed cardboard 
for stock room use. The ——_ for many years. 
All sizes from 12 to 50. ctual size, 

10c 


12” high by 4” wide. Either style, each 
NATIONAL HANGER CO. Inc. 


Immediate Delivery 
545 EIGHTH AVENUE NEW YORK, N. Y. 





Winners of our 
Post-War Mannequin Contest 


First Prize—Leon King, Somachs, Allentown, 
Pennsylvania 

Second Prize—W. G. Gangluff, Dayton, Ohio 

Third Prize—Rosalie Kal, Salem, Mass. 

Fourth Prize—E. Ermatinger, St. Petersburg. 
Florida 

Fifth Prize—G. Hartwell, Mobile, Ala. 


DISPLAY EQUIPMENT CORP. 


147 W. 37th St. New York City 











Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Cj Air Brushes 
() Airpainting Equipment 
() Animated Signs 
() Artificial Flowers 
() Artificial Snow 
() Backgrounds 
[] Background Colors 
() Background Coverings 
() Brushes and Pens 
(J) Card & Mat Board 
() Cardwriters’ Materials 
{) Color Lighting 
L) Crepe Papers 
() Composition Pieces 
() Cut-out Letters 
[) Cutting Machines 
) Decorative Papers 
[) Decalcomania 
() Display Furniture 
[) Display Forms 
(J Display Letters 
() Display Racks 
CL) Drawing Boards 
CL) Dye, Rug and Carpet 
() Enlarging Projectors 
(CD Fabrics and Trimmings 
CL) Fixtures 
() Flags and Banners 
CL) Foils 
C) Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
CL) Invisible Glass 


O 


] Lithographed Displays 
() Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 
CL) Show Cards 

[] Show Card Colors 

C) Show Cases 

CL) Show Case Lighting 

(_) Signs—Card Holders 

C) Signs—Brass—Bronze 

() Signs—Electric 

L) Sleeve Forms 

() Stencil Outfits 

() Store Designing 

() Store Fronts 

CL) Tackers 

CL) Time Switches 

(J Turntables 

() Valances 

CL) Wall Board 

() Wigs 

(J) Window Lighting 

Do you wish a copy of their catalogue? 
Do you plan to remodel your store soon? 

(J Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


OO0Oo0000000 
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000000 


Firm 

Display Manager 

Street 

City State 











DISPLAY WORLD 





JULY, 1919 


The twenty-second annual convention of 
the International Association of Display 


Men was held in Chicago, with nearly 1,000 | 


delegates in attendance. FE. Dudley Pierce, 
Sibley, Lindsay & Curr, Rochester, was re- 
elected president; his opponents were Clem- 
ent Kieffer, Jr., Buffalo, and Walter E. 
Zemitzsch, St. Louis. Other officers: first 
vice-president, Lothar Dittmar, National 
Cash Register Company, Dayton; second 
vice-president, Bert Cultus, Rhodes Broth- 
ers, Tacoma; third vice-president, James R. 
Trewhella, Best & Co., New York City; sec- 
retary, T. Guy Duey, Wurzburg’s, Grand 
Rapids, and treasurer, Lou A. Rogers, Mab- 


ley’s, Detroit. . . . Ray Whitnah, Crosby 
Brothers, Topeka, won the grand prize in 
the photograph contest. . . . Detroit was 


selected for the next convention city. 
Exhibitors at the convention, many of them 
no longer in business, were as follows: 
Esterbrook Pen Company, Doty & Scrim- 
geour Sales Company, J. F. Gasthoff Com- 
pany, L. A. Kichler Company, Morris Leon 
Manufacturing Company, Edison Lamp 
Works, A. L. Randall Company, J. R. Palm- 
enberg’s Sons, The Americolite Company, 
The Hulsizer Company, Bodine-Spanjer 
Company, Pittsburgh Reflector & Illuminat- 
ing Company, Modern Art Studios, Polay- 
Jennings Fixture Company, The Upson 
Company, Barlow-Kimnet Company, Adler- 
Jones Company, L. Bauman & Co., Fon- 
taine Company, Inc., Hugh Lyons & Co., 


D. J. Heagany Manufacturing Company, 


Botanical Decorating Company. 

Schack Artificial Flower Company, Wall- 
brunn, Kling & Co., Chicago Statuary Com- 
pany, Schmidt Display Studio, Decorators 
Supply Company, Bert L. Daily, Onli-Wa 
Fixture Company, Hecht Fixture Company, 
Superior Brass & Fixture Company, Amer- 
ican Art Papier Mache Company, French 
Wax Figure Company, Curtis-Leger Fix- 
ture Company, Favor, Ruhl & Co., American 
Fixture & Showcase Company, Julius Blu- 
menthal, I. L. Bradford & Co., Chicago Mat 
Board Company, Cornell Wood Products 
Company, National Card, Mat & Board 
Company. 

JULY, 1934 

Clinton Clark joined the H. & S. Pogue 
Company, Cincinnati, as display manager; 
he had formerly held the same position with 
Schuster’s, Milwaukee 

Paul Durand, Olds, Wortman & King, 
Portland, Ore., became president of the 
Pacific Coast Association of Display Men. 
He replaced R. EK. MeWain, who resigned 
because of 111 health. 

Resigning from Stern Brothers, Arthur 
Thygesen took over the display manager's 
job at Gimbel Brothers, New York City. 

Succeeding Charles A. Merrill, Fred Hei- 
delberg became display manager for Kauf- 
man-Straus Company, Louisville. He had 
formerly been in the same capacity with 
McCreery & Co., New York City. 
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Can you measure an IMPULSE? 
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Hit answer is definitely, ves! Impartial surveys have proven that displavs are responsible for ovet 
70% of the impulse buying in stores It has been proven that displavs are the most productive 
medium for over-the-counter war bond sales. Thus vou ean conclude that displavs should get a larger 
proportion of vour store promotional dollar When vou set vour budgets next time, give display a 


chance to go to work for vou on a full time. full streneth basis. Getting vour share of the consumer 


dollar, now, and after the war, depends upon how well vou use all of the resources at your command 


To make vour display job easier and more productive, depend on the members of N.A.D.L. to deliver 


to vou, the most modern display accessories available. Ask any of our members tor display help, any 


time you need it 
* 
Members of the 
NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


\bacot Displays, Inc | \. Darling Co Maharat Fabric ( orp Shoe Form Co Inc 

\dler-Jones Company Dazian’s, Inc Mechanical Man, In¢ Silvestri Art Mfg. Ce 

\dvertisers Display & Decorative Plant Co Messmore & Damon, Ine Standard Fixture (« 
Exhibits, Inc Display Equipment Corp Mileo Mannequins Staples-Smith Co 

\laddin Fabrics Display Products Co Old King Cole, In Starkman Display Cente 

\llied Display Materials, Inc. Facil Fabrics Co Retlector-Hardware Corp. W. L. Stensgaard & 

American Fixt. & Mfg. Co. Gardner Displavs Co Phe Revburn Mtge. Co., Ine \ssociates 

Arrow Dec. & Fixt. Co (;arrison-Wagner Co Rip Studio Pimbertone Decorative 

Bliss Display Corp General Display Corp Roval Paper Co Co., In 

eve Brueser Studios, Ine Karl W. Gasthotf Co Schack’s, | Jas. B. Williams, Inc 


ne 
Bulkley, Dunton & Co The Greneker Corp Scheuer Art Metal Mig. Co. Sue Williams Studios 


In 


Phe Carrata Co Victor Haida Displa s, Inc. Sherman Paper Products W. M. Zeppen-Field Studios 


LL. J. Charrot Co., In \l Halverson, Ine (orp Display World, Associate 
Coy, Dishrow w Co. }} \ lacobs Co Nat Siegel Fixture (« Member 
Crystal Fixture Co \. Lutz 
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PRESENTATION 





of DISPLAY INDUSTRIES 


Get better results 
from your displays 
with a new 


MACHINE FOR. SELLING 














You displaymen are on our team, and we're on yours. 
Your best efforts are bound to suffer if you’re handi- 
capped by a poorly designed store-front. Likewise the 
best store-front in the world fails to serve its purpose 


without good display. 
< « 


Window and store-front display, working together, form 
the most important advertising available to any store. 
They influence prospective customers at the crucial mo- 
ment of decision, as they pass the store—ready to buy. 


A new Kawneer Store-Front, a ‘Machine for Selling”, will 
help you, in many ways, to do this advertising job. 


You can get maximum results from your displays by ob- 
taining a new “Machine For Selling’, properly designed awnee 
to meet your individual display, merchandising, store 


YMACHINES FOR SELLING-/ 


trafic and location requirements. 


Send the coupon today for additional information. 


THE KAWNEER COMPANY, 907 Front St., Niles, Michigan 


Please send copy of booklet on Kawneer “Machines For Selling’. 


Name__ 
Store - ; Un ttlhas CONSULT YOUR ARCHITECT 


Address 





